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ADVERTISER'S WEEKLY 


Agents’relations 
with film 
producers 


Sir,—All reputable production 
companies specialising in filming 
commercials for television will 
applaud the good sense expressed 
in last week’s “Talking Points.” 

Many advertising agencies, who 
administer on behalf of their 
clients large sums of money in 
time buying, still approach the 
question of production simply on 
a price tender basis. They may be 
motivated by an uneasy suspicion 
that the producer is making too 
large a profit at his end. They 
express dismay at the amount of 
people who have to be involved in 
production. They cannot under- 
stand why these very short films 
require so much time and trouble 
to make. 

Two important factors seem to 
escape them: 

(1) That a 30-second film is a 
microcosm of the 90-minute film 
in the sense that it has to go 
through the same technical and 
creative processes. 

(2) That in a union-controlled 
industry, the unions do not differ- 
entiate between the 15-second 
filmed commercial and the 90- 
minute CinemaScope epic. There 
are minimum wages laid down for 
technicians and also regulations 
for the minimum number of crew 
used in any production. 

These minimum wages and 
cfew conditions, evolved through 
a history of insecurity of em- 
ployment, equate each of a num- 
ber of junior technicians with an 
agency account executive. The 
insecurity of employment has 
gone, but the minimum wages 
and conditions remain. 

The producer of commercials 
is obliged to maintain a continuity 
of employment in order to keep 
up his standards and because the 
ad hoc hiring of good technicians 
has become hazardous, Bearing 


To The Editor .. 


in mind the present scarcity of 
production orders and the fact 
that the advertising industry has 
its seasonal fluctuations, it will be 
seen that, far from making big 
profits, the producer's problem 
in a competitive market is to “eg 
his head above water. Indeed, 

is common knowledge that a 
good many companies which have 
tried to operate on a cut-price 
basis have gone bankrupt. 

The advertising agent needs the 
qualified producer not only for 
the standard of his production 
but for his continuing service. He 
should ensure, therefore, that the 
producer is kept in business. 

R. W. DICKENSON, 
Director 
TV Advertising, Ltd., 
London, W.1. 


It’s only the 
message that 
matters... 


Sir,—Several of your corres- 
pondents have been lamenting the 
fact that many of to-day’s adver- 
tisements are grammatically bad 
True, they are. And, of course, 
copywriters should take more 
care with their English. 

But surely the most important 
thing about advertising copy is 


THIS WEEK 
A World Without Advertising— 
page 18. 
NEXT WEEK 


Market Survey of Lancashire and 
the North-West 


what is said rather than how it's 
said. One can flip through any 
newspaper to read advertisements 
that may be grammatically cor 
rect but which are entirely devoid 
of any warmth or feeling—either 
for the reader or for the product 
And “cold” advertisements 
like unenthusiastic salesmen 
they do very little good. 

Let’s remember that good 
grammar alone does not make a 
good advertisement. After all. 
Sir Winston Churchill splits in 
finitives—but how well he has ad 
vertised his country! 

B. ae ATI 
Marylebone High St. 


. . 

Or is it 1? 
Wallace P. Grimmer’s 
letter (April 13) “Anything 
goes .. .” prompts me to say that 
advertising, in my opinion, too 
often makes itself conspicuous. 
not so much by being original, 


are 


Sir, 


as it should, but by displaying, in 
its techniques, shocking evidence 
of a follow-my-leader complex. 

This, in turn, tends to attract 
into its ranks the mediocre mind 
of the less skilful writer and artist. 

To make matters worse, he is 
often—too often—presented with 
a shining halo immediately upon 
arrival in the business by an 
equally follow-my-leader type of 
agency executive or client. 

How easy it is for minds of this 
calibre to console themselves with 
the excuse that an advertisement, 
in order to be what they call hard- 
selling, need not be of high 
quality in presentation. 

The sooner this sort of non- 
sense is ended, together with the 
“slipshod, the fatuous and the 
downright incorrect,” to quote 
your correspondent, so much the 
better for advertising, and its 
chance to gain for itself higher 
reeard and respect than it now 
does. 

Tom HEeppe ce. 
Wevbridce, 
Surrey. 


Odd | odes 


Would 

some practitioner in 
advertising be good enough to 

explain to 

me 
the reasoning behind this kind of 
“verse-form” in advertising copy. 
One 


Sir, 


sees 
a great deal of 
it these days—-even prestige 
advertising apparently succumbs 
to it sometimes. | 
would sincerely suggest that the 
ordinary 
mind is quite frustrated by such 
lay-out for it doesn’t rhyme or 
scan, and there is 
no logical or metrical division. 
Please. is this what is known 
as 
a “gimmick” ? 
G. Ettis. 
Bushey Road, 
Ickenham. 


Lock supplies 


Sir,—Under the title “Wasted 
Money” (April 6) Ce 3.3 
Beedle, of Bristol. as reported 
as being unable to find a Chubb 
lock in stock by retailer or factor, 
presumably in the Bristol area. 
Five of the largest firms in their 
trade in Bristol are registered 
Chubb lock stockists and, in addi- 
tion, there is a Chubb branch in 
the town. 

At all of these Chubb locks are 
in stock and can be purchased. If 
a line is temporarily out of stock. 


ADVERTISING 
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there is a 24-hour service by 
which a purchaser is assured of 
a prompt delivery of any of our 
standard advertised locks. 
L. W. DuNHAM, 
Chubb & Son's Lock & Safe 
Co., Ltd., I ondon, W.1. 


TV reporting 
and statistics 


Sir, You reported in your 
issue of April 6: “Speaking of 
TAM’s minute-by-minute report- 
ing ‘which is something that 
Americans have never conceived’ 

-Mr. Attwood claimed that 
speed was most necessary for 
commercial television in this 
country... .” 

Minute - by - minute reporting 
has been used by the Nielsen or- 
ganisation in the United States 
for 20 years, and for 13 years on 
a commercial basis. It was first 
applied to radio, and six years ago 
it was applied to television. The 
tremendous American network 
operations (both radio and tele- 
vision) are measured and con- 
trolled primarily by Nielsen re- 
search on a _ minute-by-minute 
basis. 

“Speed” of reporting should be 
recognised as an entirely different 
question. Both Nielsen and Att- 
wood recognise the desirability 
of speed, and both services are 
doing a good job in this respect 

Minute-by-minute reporting is 
a development pioneered by the 
Nielsen research organisation 

GraHaM R. Dowson, 
A. C. Nielsen Co., Director. 
Ltd. 


Ties and books 


Two corporations studying new 
media are Folkestone corpora- 
tion, contemplating the produc- 
tion of a “Folkestone tie,” to 
publicise the resort, and Solihull 
(Warwickshire) corporation, who 
are discussing the possibility 
using the backs of public library 
books for advertising purposes 
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The space-buyer’s 
“text-book” town! 


Nowhere in Britain is there a more ideal combination 
of advertising circumstances than in Oxford. 


1 The people are prosperous—107,000* spend more than 
£17,000,000 each year. 


2 There are ample retail outlets—I ,033 to be exact. 


Nearly 90%, coverage can be obtained by using one 
newspaper—the Oxford Mail. 


When you need to heavy up in the provinces, Oxford 
and the Oxford Mail give you a ‘** text-book” answer. 


The Mail is the only “evening” published in the county. 
It covers the thriving industrial areas and the rich 
surrounding farmlands effectively and economically. 


% The total population of the County Borough of Oxford is 106,900. 


Oxfordes Mail 


(ABC 41,830) 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Canadian Fashion Commentator Joy Davis is the 
commere of the second Canadian edition of ‘*Tips’’ 


“Tips” for the Canadian market 


by the Man-with-the-Gong 


CANADA is now seeing its own special editions of 
‘*Tips’’, the magazine-film that for four years has 
been such a powerful selling medium in Great 
Britain.All the familiar ‘‘Tips’’ features are there; 
the monthly editions, the country-wide showings 
(with French versions in appropriate cinemas), 
the ingenious ideas from the public, the cash 
prizes (rounded up to $100), the advertisement 
insertions—some by Canadian manufacturers, 
others by British firms with a sensible interest in 
exports. ‘‘Tips’’ is already repeating across the 
Atlantic the outstanding selling record which it 


has achieved in Britain; and it must be considered 


seriously as a major advertising medium for any 
consumer product selling in Canada. 

“Tips’’ is only one of the advertising produc- 
tions of the Man-with-the-Gong—symbolising 
The Rank Organisation. Filmlets, two-minute 
films, and ‘“‘Shop’’—the new magazine-film with 
regional schedules of cinemas—are also con- 
tributing largely to the sales of many famous 
products. All the Rank screen advertising activi- 
ties, including the initial arrangements for 
insertions in the Canadian editions of ‘‘Tips’’, are 
centred in J. Arthur Rank Screen Services Ltd., 
11 Hill Street, London, W.1. (Grosvenor 6353). 
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SURVEY 


Although arrangements are 
“still in a very early stage,” 
says secretary Richard T. 
Edom, the Association of 
Specialised Film Producers is 
planning an international 
festival of films fer next 
year. 

Probable venue for the 
festival is Harrogate, where 
the films to be shown will be 
of the type made “in the ser- 
vice of commerce, industry 
and public relations.” 


ASFP planning 1957 film festival 


In the first of a new series 
of newsheets for ASFP mem- 
bers, the Association states 
that discussions were recently 
held with representatives from 
Harrogate. 

“Preliminary ground has 
now been cleared, and we 
shall soon be arranging a 
suitably representative organ- 
ising committee. The in- 
augural festival, which will be 
international in character, is 
proposed for the autumn of 
next year.” 


DDWS WIN LAYTON TROPHY 


Winners of this year’s Layton Trophy 


for the best black and 


white advertisement produced and published in this country in 1955 
were Dolan Davis Whitcombe & Stewart Ltd. with a half-page 


for the British Trawlers’ Federation. 


Montreal office 
for PFBM | 


In the three years since found- 
ing the only British-controlled 
advertising agency in Canada, 
Pemberton, Freeman, Bennett 
& Milne have been so successful 
that they are going to expand 
from Toronto to Montreal. 

R. S. Freeman is sailing to- 
day (Friday) on the maiden 
voyage of the “Empress of 
Britain” to open officially the 
Montreal office. 

PFBM has as its proprietors 
Victor Bennett, of New York 
(who is head of the Victor Ben- 
nett Agency there), Alfred 
Pemberton and R. S. Freeman. 
John Milne is the Canadian 
managing director. The agency | 
numbers among its accounts : 
British Woollens, Scotch Whisky 
Association, Cerebos, E. Grif- 
fiths Hughes, Bowaters and 
BOAC. The last two-named are | 
handled through PFBM for the | 
whole of the United States, 
addition to Canada. 

In London last week the two 
London directors gave a cock- 
tail party to the two North | 
American directors. | 


The agency also won another 
award for the outstanding black 
and white engineering ad, and a 
first award for colour in the same 
section of the annual competition. 


There were 1,200 entries for the 
competition—nearly 500 more 
than last year. Sixty-two agencies 
submitted entries, compared with 
47. 


Lord Luke will open an exhi- 


bition of all the entries at 45 Park 
Lane, at 11.30 a.m. next Tuesday. 


Full results and pictures of 
the prize-winning ads are con- 
tained in an art-paper supple- 
ment in the centre of this issue. 


SCHEME 


Country-wide 
break-down by 
product groups 


FTER over two and a half 

years of field-work, a 
scheme has been revealed this 
week for a quarterly poster 
survey. 

Provisional title for the project 
is Outdoor Surveys Bureau of 
Information. 

Originators of the Bureau—or 
OSBI— are the Bartlett Brothers 
more widely known as weather 
forecasters—who plan to offer to 
subscribers details of the 
country-wide distribution of 16-, 
36- and 48-sheet and bulletin 
board posters. The figures will 
be broken down into product 
groups. 

Each advertiser's numerical 
representation by sizes of posters 
will be given for boroughs, towns, 
districts or counties. The figures 
will be revised every three 
months. 

J. K. Bartlett who, with his 
brother, D. Bartlett, has carried 
out the initial field-work for 
OSBI unaided, said this week that 
while everyone had agreed in his 
recent discussions with leading 
figures in poster advertising that 
factual quarterly poster surveys 
for the whole of the country were 
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"| 50 Advertisers use 


ON OTHER 
PAGES 

e ae dinner p. 4 

p.5 

p.6 

p.7 


@ Club News... P- 10 


ee 


1957 Newspaper Ad 


Conference date 


The Sth Newspaper Advertising 
Conference, promoted by the 
West Midlands Newspaper Ad- 
vertisement Executives’ Associa- 
tion, will take place next year 
at Royal Leamington Spa on 
March 19 and 20. 
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@ National Packaging 
Conference . . . 


@ AA Conference re- 
gistrations soar... 


New ‘Herald’ section 


The Daily Herald has set up a 
new section within its advertise- 
ment department to handle 
“special features.” V. Williams, 
who joined the Herald's advertise- 
ment staff in 1933, has been 
appointed manager of the new 
section. 


On the board 
G. S. Hirst, who joined Chap- 
mans Advertising Ltd., of Hali- 
fax, as general manager last 
October, has been appointed to 
the board. 
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Ad college ‘will help public eee 


of advertising’ 
‘WHY THAT FUSS ABOUT COMMERCIAL 


TV?’ 


PRESIDENT ASKS AT IPA DINNER 


The need to educate the public constantly in the value of 
advertising was stressed by three speakers at the annual dinner 
of the Institute of Practitioners in Advertising, held at the 


Dorchester Hotel last week. 

Lt.-Col. Alan M. Wilkinson, 
the president, thought that the 
proposed College of Advertising 
would contribute to a_ better 
understanding on the part of the 
public. 

Lord Luke, president of the 
Advertising Association, said it 
was necessary to impress on the 
public how much more costly 
any other form of salesmanship 
would be without advertising. 

And Lord Astor of Hever, 
chairman of The Times, thought 
that the Institute, by laying down 
codes and raising standards, had 
gone a long way towards gaining 
public confidence for advertising. 

Seated at candle-lit tables, 
some 650 people, who included 
leading figures from agencies, 
media, and advertisers, heard 
Lord Astor, who was president of 
the Advertising Association in 
1932, describe the steady ad- 
vance made by advertising over 
the years. Between 1946 and 
1952 the total expenditure on ad- 
vertising had doubled, and it had 
increased another 41 per cent 
since then 


Part of the press 


There was no doubt that ad- 
vertising was a very real force 
and influence, he said. In their 
respective services to the public, 
the press and advertising world 
were close allies, and newspapers, 
periodicals, and magazines had 
played a great part in the spec- 
tacular results obtained. 

“It would seem that the going 
is good, except for one possible 
fly in the ointment. There is a 
‘squeeze’ on, and I wonder how 
in the present circumstances it is 
possible for advertising to please 
everyone.” 

Lord Astor concluded with a 
tripute to the Institute’s efforts to 
provide education and training, 
and to encourage present and 
future members to fit themselves 
for their responsibilities and op- 
portunities. 

In his reply on behalf of the 
Institute, Col. Wilkinson referred 
to commercial television in these 
terms: 

“Looking back on all the 
controversy and criticism that 
went on before, during, and after 
the birth of this remarkable new 
child, I wonder if some of those 
who created most fuss are not 
now beginning to wonder what 
all that fuss was about.” 

Surely no one could still think 
that unwelcome or noisy adver- 
tising cquld be effective. 


Taking up the reference to the 
“squeeze” he challenged the idea 

that advertising and salesmanship 
caused the public to take leave of 
its senses and buy wildly and 
without restraint. Good adver- 
tising helped to raise the stand- 
dard of living and encourage right 
desires for better things. It 
helped also to sharpen powers of 
selection, and guided people to 
choose with intelligence, know- 
ledge, and taste—and not neces- 
sarily merely to buy. 

Saying that he bélieved that the 
proposed College of Advertis- 
ing was coming, he added: “I 
believe that a Chair in advertis- 
ing is on the way and is possibly 
nearer than the College.” 

The toast of the guests, pro- 
posed by Brian F. MacCabe, 
chairman of the Advertising Asso- 
ciation’s conference committee, 
was acknowledged by Lord Luke, 
who said that one of his reasons 
for admiring the work of adver- 
tising practitioners was that he 
knew how difficult “we adver- 
tisers” could be. 

“I know how critical we can be 
of schemes over which immense 
pains have been taken, and I think 
it is true to say how often we 
think we know best—how often, 
also, how right we are. 

“Yours is a double task of 
keeping us supplied with an up- 
to-date stream of new ideas, new 
presentation and new techniques, 
and at the same time, of course, 
keeping thoroughly up-to-date 
in all that is going on in advertis- 
ing and its practice. I know full 
well what work the Institute does 
in this direction.” 


TAILORS’ NEW 
FACIA SIGNS 


L. to r.: 


Lord Luke, Lord Astor of Hever, Lt.-Col. Alan M. Wilkinson 


and Hubert A. Oughton in conversation at the annual dinner and dance 
of the Institute of Practitioners in Advertising. 


New scheme for 
clothing show 


The First International Cloth- 
ing Trade Exhibition, which is 
being organised by United Trade 
Press Ltd., in association with 
the Factory Managers’ Clothing 
Association, will be held at 
Olympia from June 4 to 8, 1957. 
The exhibition run by the 
FMCA for the past six years at 
the Horticultural Hall, West- 
minster, will now cease to 
operate. 

An associate company, UTP 
Exhibitions Ltd. has been 
formed to handle all matters 
relative to exhibition work. 


BMC’s TV film 


The British Motor Corporation 
at 10.30 p.m. last night (Thurs- 
day) presented “Motoring Maga- 
zine,” a 15-minute film on com- 
mercial TV covering differing 
aspects of the corporation’s 
activities. Advertising agents for 
the corporation are Service 
Advertising Ltd. 


‘Mirror’ dividends 


Both Daily Mirror Newspapers 
and Sunday Pictorial Newspapers 
(1920) are maintaining their Ordi- 
nary dividends for the year to 
end-February, 1956. 


The Daily Mirror final recom- 
mendation is 124 per cent, making 
224 per cent on the combined 
£2.8 million Ordinary stock, while 
the Sunday Pictorial is to pay 
174 per cent, making 30 per cent 
on £1.5 million Ordinary. 


Fly-posters criticised 


“Indiscriminate fly-posting” by 
national newspapers, which line 
the hedgerows of Shropshire with 
posters advertising motor-cycle 
scrambles and other events, is 
criticised in the report of the 
local county planning committee 
to be presented to the next meet- 
ing of the Shropshire County 
Council. It recommends that 
organisers should be asked to 
remove them. If not, they should 
_be taken down by the council. 


‘Fight stores with ads’ grocers urge 


South Wales and Monmouthshire, 
was foreshadowed at a recent 


A collective advertising cam- 
paign with a budget of £2,000 
to £3,000 to be spent on pub- 
licising the small grocer in 


These name signs are now appearing on the facias of several branches of 


Hepworths Ltd., multiple tailors. 
makers, Franco ‘Signs Lid., 


Known as 
they have faces of opal Perspex, with bronze 


Lumina letters by their 


metal returns. The signs are illuminated by a double line of Pearl White 


tubing mounted behind the Perspex faces. 
New Market Street and Central Road, L 


The branch shown above is at 
eeds. 


meeting of the South Wales 
and Monmouthshire Council of 
Grocers’ Association. 

D. J. Parker, treasurer of the 
association, suggested that the 
2,000 grocers in the area should 
each contribute £1 towards the 
cost of the campaign. The ad- 
vertising campaign was proposed 
as an answer to the advertise- 
ments of multiple stores and ce- 
operative societies. 

The grocers, it was said, needed 
to tell the public of the merits of 
shopping with the private grocers 
instead of at large multiple stores. 

E. Wayne, a past national pre- 
sident of the association, said that 
he believed that the members 
could make no better investment 
than on an advertising campaign. 
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© Contiriued from page 3 


NEW ORGANISATION PLANS QUARTERLY 
COUNTRY-WIDE POSTER SURVEY 


a necessity, the cost—which would 
run into four figures—for an 
individual concern would be out 
of proportion with requirements. 

“Our solution,” he said, “is to 
offer OSBI on a smal! annual sub- 
scription basis to a number of 
firms—either agents or adver- 
tisers. The number we generally 
accept as most probable is 500. 
At £40 each annually, the total 
figure would be £20,000—a large 
enough sum to operate our sur- 
veys.” 

Mr. Bartlett is at the moment 
canvassing for sufficient initial 
subscribers to enable him to bring 
up to date and publish, within 
three months, figures for the 
South of England, including 
Greater Lendon, giving product 
figures within product groups by 
London boroughs and major 
towns. 

Most of this area has already 
been surveyed, and only requires 
revision quarterly, he says. 

The formation at an early stage 
of an advisory committee of 
advertising men is also planned. 

Further services are planned by 
Mr. Bartlett to be fully opera- 
tional for OSBI within six 
months. These include: 

(a) Maps indicating all sites in 
given areas, and numbers of 


posters on each site. These would 
be supplied at a charge of print- 
ing costs plus 10 per cent; 

(b) Maps of product groups, 
charged on a search fee basis ; 

(c) Sketches of sites, gradings 
of efficiency of sites under five 
categories, and addresses of sites, 
supplied for given areas, again at 
pee costs plus 10 per cent; 
a 


(d) Sketches, gradings and 
addresses for particular products 
within a product group, charged 
again on a search fee basis. 


£15 ‘deposit’ 

On delivery of the first batch 
of information, subscribers will 
be asked to forward the first £15 
of their annual £40. This will 
enable the second quarter's con- 
tinuity survey to be completed, 
the special services to be brought 
into operation, and the Midlands 
zone to be revised and published. 
In the third quarter the rest of the 
country will be completéd. 

Within a year, Mr. Bartlett 
therefore estimates, full quarterly 
information for the entire country 
would be available regularly for 
subscribers. In two years, a 
central office would be set up, 
with a library and photographic 


records available. At the end of 
three years, he envisages the set- 
ting up of a research centre to 
cover colour, street lighting, 
weathering and other special 
investigations. 

Typical of the comments 
ADVERTISER'S WEEKLY received 
from agency men on the pro- 
posals for the survey were the 
following : 

S. H,. Lovell (Service Advertising 
Ltd.); “I think that something 
along these lines should be done 
in bill-posting. This is a step 
in the right direction for adver- 
tisers generally. 

P. L. Palmer (S. H. Benson Ltd.) : 
“Careful consideration will have 
to be given to the scheme, but 
on the face of it it would 
appear to offer, if sufficient 
support is forthcoming, some 
interesting information at 
reasonable cost.” 

J. F. Bennett (Young & Rubicam 
Ltd.); “The survey is likel 
meet a long-felt want. There 
has always been a big need for 
something along the lines of 
Statistical Review for poster 
advertising, and this would 
seem to be the first attempt to 
meet that need at costings 
which make it almost a 
necessity.” 


Press services 


at NTP fair 


National Trade Press are pro- 
viding the press with two special 
services in connection with their 
Industrial Textiles Fair at the 
Royal Albert Hall next week. 

One is a new-style glossy-paper 
magazine catalogue, produced by 
textile journalists. Generously 
illustrated and carrying advertise- 
ments from leading industrial 
textile producers, it provides facts 
and ideas for articles and news 
stories, as well as a guide to the 
exhibits of more than 300 firms. 

In addition there will be a daily 
news service for national, pro- 
vincial, and overseas papers, in- 
cluding plenty of local-angled 
stories. 

V. G. Sherren, NTP managing 
director, says: “Our main object 
in sponsoring the first national 
Industrial Textiles Trade Fair is 
to bridge the gap between pro- 
ducers and users of industrial 
textiles.” 


‘CEA. F ilm Report’ 
joins ABC 


New members of the Audit 
Bureau of Circulations are: 

Publications: Barry & District 
News, CEA Film Report, Green 
Book, Mid-Ulster Mail and 
Printing News. Advertiser : 
College of Production Techno- 
logy. 
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David Allen & Sons Lid. have given 
the free use for one month of their 
new bulletin board at York Street 
and Bentinck Street, Belfast, to 
St. Anne’s Cathedral Building 
Fund Appeal. 


Dados exhibition 


D. H. Evans Ltd. is to stage an 
exhibition, called “Ten Years in 
the Tube,” of its posters which 
for 10 years have formed part of 
a continuous campaign on 
London’s Underground. The 
posters, which will be shown in 
the Bentinck Room at D. H. 
Evans Ltd. in Oxford Street, W.1, 
from Tuesday to ry ion 
week, were produced b 
Elfer, Colman, Prentis Varley 
Ltd.’s art i and his - 
leagues at 


The painted advertisement will be 
moved to sites in other parts of 
the city if and when they become 
available. 

The Dean of Belfast, the Rev. R. C. 
H. Elliott, wrote in his parish 
magazine: “The Cathedral Build- 
in ng Fund is now approaching the 

5,000 mark. 
“A new and original feature of the 
campaign has been the use of 
poster advertising. This has been 
made _ possible through _ the 
gee of David Allen & Sons 

id., who have given to us free 
of charge a number of posters 
now isplayed on oardings 
throughout the city. 


“Best of all, the firm has designed, 
printed and — @ poster some 
40 ft. in lengt . a visual aid 
of eee value, and a free 

ift for which we have a then to 
a4 most LF shes Benes 
Evening Telegraph” phot 
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£250,000 drive 
for cottons 


Hopes are held out that it 


will be the theme of the cam- 
paign, which will be directed 
by the Cotton Board. 


Toothpaste ads: 
no prosecutions 


Evidence submitted in the 
House of Commons of alleged 
false claims made by toothpaste 
manufacturers would not justify 
prosecution under the Merchan- 
dise Marks Act, D. C. Walker- 
Smith, Parliamentary Secretary to 
the Board of Trade, stated in 
answer to a question by Miss E. 
Burton, a Labour member. 

Miss Burton asked if the Gov- 
ernment was aware that the 
British Dental Association would 
be disappointed with this. The 
association had said that the atd- 
vertisement of Colgate’s was an 
infringement of fact. 

Mr. Walker-Smith said: “I 
think you misunderstand the 
position of the British Dental 
Association. They have been 
consulted in this matter. They 
deprecate the form of advertise- 
ment which they think may be 
the result of inadequate evidence, 
but they are not prepared to say 
that the claim is false.” 


Circulation climb 


The Daily Sketch—claimed to 
be “the fastest-growing paper in 
Britain"—had a March circula- 
tion of more than 1,110,000— 
more than 32.000 copies per day 
over the February figure and 
150,000 copies a day over the 
past 12 months. 

The News Chronicle reports 
that its net sales in January were 
1,434,245; February, 1,435,216; 
and March, 1,436,484, 


Million ITV sets 


Figures issued this week by 
TAM _ show that of the 
5,803,000 homes in the areas 
covered by the Londen and Mid- 
land ITA transmitters some 
1,060,000—or over 18 per cent— 
are now able to receive both BBC 
and ITA programmes. 


a 5 es 
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will be possible to launch the 

proposed £250,000 publicity 

campaign to promote the sale 

of Lancashire cotton goods in 

wed home market by Septem- 

Already, the trade unions 
have voted £10,000 towards 
the cost and the Cotton Rayon 

: Merchants’ Association and 
the Cotton Spinners and 
Manofacturers’ Association 
have agreed to support the 
plan. 

Further talks were taking 
place this week with the Fed- 
eration of Master Cotton 
Spinners and the finishing 
organisations. 

“Buy Britain's Cottons” 
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Poor packaging can damage export trade, 


conference told 


RUSSIANS ATTEND FIRST-EVER 
NATIONAL EVENT AT BRIGHTON 


The importance of packaging to commerce, and particularly 
the export trade, was a note repeatedly sounded at the first 
national packaging conference, held by the Institute of 
Packaging at Brighton last week. 


More than. 200 delegates and 
some 70 guests heard Leslie 
Gamage, president of the Insii- 
tute of Export, say in opening the 
Conference: “It is impossible to 
assess the lasting harm done to 
our export trade by damage and 
loss as the result of poor packag- 
ing. And what more pathetic 
sight can you imagine than a col- 
lapsed container on the quayside 
of a foreign country with the 
legend ‘Made in England’ still 
discernible?” 

The Institute has decided to 
hold its conference biennially, 
alternating with the Packaging 
Exhibition, and to embark on an 
educational programme. It has 
already been announced that as 
from next year entrance to the 
Institute will be by examination. 

The Conference was attended 
by two English-speaking delegates 
from the Soviet trade delegation. 

Mr. Gamage, in his opening 
addresses, said that to meet the 
requirements of good packaging, 
it was essential to do what the 
Americans called “shopping the 
shops”—visiting overseas markets 
to see how goods were packed, 
and the kind of design that 
appealed. 

Surroundings count 

Warning against judging a piece 
of publicity by itself, rather than 
in the surroundings in which it 
would have to appear, he 
admitted: “I myself have been 
caught in the past. A design for 
an advertisement or poster sub- 
mitted to me has seemed to be 
wholly satisfying. And yet when 
it appeared in a magazine or on 
a hoarding it was wholly disap- 
pointing. So with magazine 
covers on a bookstall—so with 
packs.” 

All too often sales had been 
lost overseas, not because the 
product was at fault in any way, 
but because its dress did not fit 
the local scene. 

Mr. Gamage also urged, as part 
of the campaign for better pack- 
aging, that there should be more 
standardisation for products 
where standardisation was pos- 
sible. All people engaged in 
export and in packaging should 
get together far more than in the 
past, share their problems, and 
pool their knowledge. 

At the banquet at the Grand 
Hotel on Friday evening. Lord 
Luke. president of the Advertis- 
ing Association, stressed that the 
most important man between the 
producer and the consumer was 
the salesman, and the producer 


wanted to feel that he was putting 
into the salesman’s hands some- 
thing that would sell easily. 

“We give him a lot of adver 
tising -to help him,” said Lord 
Luke. “To a certain extent, the 
package should be its own adver- 
tiser.” 

The keeping of goods in first- 
class condition, and easily “open- 
ability.” wére among the qualitics 
essential to good packaging. 

Harry Jefford, chairman of the 
Institute of Packaging, empha- 
sised that there was no such 
thing as a package “automatic- 
ally right” from the angle of the 
man who made it, the producer of 
the goods, the packer, the distri- 
butor, and the user. What they 
were trying to do was to produce 
from these differing interests a 
highest common factor. And they 
believed that the man best able 
to find this factor—the man with 
whom they must co-operate to 
the limit of their power—was the 
man who made the product. 

The Institute comprised in its 
membership men from every field 
of package making and using. Its 
aim was to contribute to the com- 
mon good, and he looked forward 
to the Institute’s educational work 
in the future to equip them with 
the sort of knowledge that would 
help them design, make, or use a 
responsible pack. 

At the final session on Saturday 
morning, the chairmen of both 
the consumer goods and the dur- 

@ Continued on page 5! 


This section of the Frigidaire Self-Service and Display Exhibition, at their 
Kingsbury plant, is laid out in the form of a self-service shop, complete 


with a check-out point, 
all fully stocked. 


gondolas, wall fittings, and refrigerated sales cases 
The exhibition lasts until April 27 and can be seen by 


food retailers on application. 


Workers’ views 
on salesmen 


“People on the shop floor 
think the sales side are just 
parasites,” complained J. Atack, 
a member of the national council 
of the Incorporated Sales Man- 
agers’ Association in Hull at the 
last meeting of the current session 
organised by Hull branch of 
ISMA. 

“They do not recognise that 
selling is a vital part of the pro- 
duction cycle,” he said. 


‘Inessential’ ads 


Dr. Charles Hill, the Post- 
master-General, refused in the 
House, to direct the Independent 
Television Authority to refrain 
from granting facilities for adver- 
tising inessential goods, with a 
view to encouraging savings. “J 
see no reason to single out one 
particular advertising medium for 
treatment of this kind,” he said. 


Powers show Canadian film to agents 


Joshua B. Powers, Ltd., inter- 


national publishers’ representa- 
tives, organised a special showing 
of a film publicising the advan- 
tages of advertising in the Cana- 
dian journal, Weekend Maga- 
zine, at the British Council 
Theatre last week. 

The showing was attended by 
representatives of the export ad- 
vertising side of a number of 
London agencies. 

Introducing the film, which is 
called, “The Revolution is Now,” 
Desmond D. Parnell, manager of 
the North American section of 
Powers, said that the film was 
primarily made for use in 
Canada. It was “quite a surprise 
when it was found to be suitable 
for showing here. 

Weekend Magazine he de- 
scribed as a supplement in the 
form of an illustrated magazine 
which was distributed as a part 
of 28 Canadian newspapers. It 


was dispatched with the Saturday 
editions. 

This type of publication was 
particularly suitable to the Cana- 
dian market. he said, because 
there were no national papers in 
Canada; Canada’s excellent 
national magazines suffered from 
the competition of the domestic 
editions of American magazines; 
and there were no Sunday papers 
in Canada. 

Mr. Parnell said that agericies 
who wished to show the film to 
clients might be able to borrow 
a copy of it. Also available were 
a limited number of scripts. 

The circulation of Weekend 
Magazine was 1,450,000 — or 
500,000 more than any other 
magazine in Canada. It also had 
the lowest colour page cost in 
the English magazine field there, 
and in dollar advertising volume 
it topped all other magazines in 
Canada, he said. 


48 members for 
Christian Group 


Forty-one men and _= seven 
women had joined the Advertising 
Christian Group during its first 
year of existence, reported the 
secretary, Douglas Shallcross, at 
the annual meeting. 

These members were drawn not 
only from London and the Home 
Counties, but also from such 
places as Bristol, Birmingham, 
Grimsby, Leicester, Sheffield and 
Shrewsbury. They included copy- 
writers, layout men, production 
men, typographers, account execu- 
tives, space sellers and others. 

Provincial members had been 
kept in touch through a news- 
letter which was in future to be 
issued monthly. 

Practical assistance had been 
given to a number of Christian 
workers who had sought it, and 
this was in accordance with the 
twin objects of the Group, to 
guide church workers in planning 
publicity and to provide a means 
of fellowship and witness within 
the business. Noticeboard cards 
about the Group had been dis- 
tributed to leading agencies. 

Mr. Shallcross paid tribute to 
chairman Herbert Dennett, who 
wished to stand down because of 
his pending retirement from 
Austin Reed Ltd. 

Elected in his stead was Stanley 
Alexander (G. S. Royds Ltd.), 
another founder-member of the 
Group, and a new council was 
elected as follows: Douglas Shall- 
cross (advertisement manager, 
The Christian), secretary ; 
Edward Mead (director, Rex Pub- 
licity Ltd.), treasurer; Philip 
Barron (advertising manager, 
Pathfinder Holidays), PRO ; Peter 
Searle (T. Booth Waddicor & 
Partners), Kenneth Percival (Basil 
Butler & Co.), Howard Weaver 
(Arthur Knight Ltd.), Donald 
Grey (Royds) and Herbert 
Dennett. 
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‘Over 1,000’ register for Brighton 


By the end of this week the Ad- 
v Association expect 
that the number of registrations 
received for the Brighton Con- 
ference will be over 1,000. 


“With three weeks still to go, this 
response is most encouraging— 
particularly as the issue of 
Conference literature and regis- 
tration forms had been con- 
siderably delayed by the 
London printing dispute,” say 
the AA. 


The Conference will be held 


from Wednesday, May 9, to 
Saturday, May 12. 

Principal speaker at the clubs’ 
luncheon will be Sir Miles 
Thomas. The event will take 
place at the Metropole Hotel, 
Brighton, on Saturday, May 
12. Accommodation is limited 
and booking up fast. 

As previously announced, the 
Club Development Committee 
will be meeting in Brighton 
following the lunch and will 
hold a further meeting on the 
Sunday morning. 


Scottish board 


asks for more 


The Scottish Tourist Board 
wants £50,000 a year at least for 
its work of publicising Scetiand 
as a world tourist centre, to issue 
literature, to carry out effective 
publicity, and to meet the grow- 
ing demands of a field “which is 
becoming increasingly difficult.” 

That sum is far less than is 
being spent by competing coun- 
tries, the Scottish Tourist Board 
points out in its annual report. 
The Scottish tourist industry now 
earns about £50 million a year ; 
in less than a decade Scotland 
rose from an insignificant place 
in the tourist industry into one of 
the leading world competitors, 
and this, the Board claims, is a 
result of the publicity and the 
efforts of which the Board is the 
spearhead. 

Income last year—from dona- 
tions by local authorities and 
others—was only £23,000. Al- 
though this was the highest figure 
ever achieved by the Board, it 
was still far below minimum 
requirements. As the Board is 
independently financed, a new 
appeal is to be made to Scottish 
industry and to local authorities 
for more support to allow for 
expanded publicity in the coming 
year. 


Designed by Richard Lonsdale- 
Hands Associates for the Walpamur 
Co. Ltd., this dispenser unit can be 
assembled in a very short time. It 
is dispatched packed flat in a card- 
board container. The head board, 
hearing the name and brand in silk- 
screen printing on both faces, is in 
the standard Walpamur green with 
white lettering. 


IPR speech title 


Title of the address by Sir John 
Elliot, chairman of London 
Transport Executive, to the con- 
ference in Margate of the Insti- 
tute of Public Relations (April 27 
to 29) has been changed to “Why 
Should We Mind What the Public 
Thinks.” 


‘Other media not losing to TV’ 


That commercial TV was not 
taking advertising revenue from 
other media was unanimously 
agreed by a TV panel at a meet- 
ing of the British Sales Promo- 
tion Association last week. 

The panel, consisting of Jeremy 
Thorpe, guest chairman, John 
Pearce, director, Colman, Prentis 
and Varley Ltd., Neal Kirby, co- 
ordinator of TV programmes, 
J. Arthur Rank Screen Services 
Ltd., Miss Rosalind Critchlow, 
beauty editor, Modern Woman, 
and T. Marks, advertising man- 
ager, Arthur Guinness, Son & Co. 
(Park Royal), Ltd., discussed 
questions put to them by members 
of the association. 

The fact that many newspapers 
and magazines were putting up 
their advertising rates was indica- 
tive, thought Mr. Marks, that 
they were not suffering in any 
way from loss of advertising. 


But he agreed with Mr. Pearce 
that the next advertising appro- 
priations might see a change. 

Mr. Kirby said that the money 
spent on TV advertising at the 
moment was in the nature of an 
“experimental grant.” and was 
additional to the normal adver- 
tising expenditure. 

In answer to a question on the 
real difference between American 
sponsored programmes and the 
British system, Mr. Pearce, who 
had recently returned from a visit 
to the United States, said that the 
difference was not as great as 
most people imagined. 

“The cost of sponsoring pro- 
grammes is becoming much 
greater. ‘I Love Lucy’ is now 
sponsored by four firms, and the 
contractors are therefore getting 
more control. They are moving 
to a similar system to that operat- 
ing over here.” 
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£50,000 stars take part 
in NABS matinée 


P Talent which, if it were not given voluntarily, would cost something 
like £50,000 to engage, will help to make memorable the Midnight 
Matinée in aid of the National Advertising Benevolent Society which 
the “Daily Express” is organising in conjunction with Jack Hylton 
It will be held at the London Palladium next Thurs- 


and Val Parnell. 
day, April 26. 

Comedy, song, dance, classical 
ballet, slapstick, spectacle—all the 
ingredients of first-rate popular 
entertainment—will be provided 
by a cast that includes such top- 
line stars as Tommy Trinder (who 
also comperes), Alma Cogan, 
Winifred Atwell, Tommy Cooper, 
Robert Dhery, Beryl Grey, Nor- 
man Hackforth, Benny Hill, Vera 
Lynn, Margaret Leighton, Laur- 
ence Harvey, the Crazy Gang 
(Bud Flanagan, Jimmy Nervo, 
Teddy Knox, Charlie Naughton, 
and Jimmy Gold), the George 
Carden Dancers, Shirley Bassey 
(from Cardiff's Tiger Bay, a new 
name in show 
business), 
and Holly- 
wood Star 
Howard 
Keel. Other 7“ 
big names are “a+ ie 
still to be {S 
announced. 

The pro- — 
gramme will 
include some 
scenes from 
**Kismet”’ 
and “ Salad 
Days,” an 
excerpt from 
“La Plume de ma Tante”™ and 
the famous “ Mac the Knife” 
number from “ The Threepenny 
Opera,” sung by Bill Owen. 

The event is being organised by 
the Hon. Max Aitken, chairman 
of the board of directors of 
Beaverbrook Newspapers, who is 
acting as deputy president of 
NABS owing to the illness of 
this year’s president, E. J. Robert- 
son. 

Seats are available at 15 gns., 
10 gns., 5 gns., 3 gns., 2 gns., 
1 gn., and 10s. 6d. Applications 
for tickets should be sent im- 
mediately to the Secretary, NABS 
Stars, 119, Fleet Street, E.C.4. 


200 at CPV dance 


More than 200 advertising men 
and women attended a dance at 
Caxton Hall last Friday for the 
staffs of Colman, Prentis & Var- 
ley and its associated companies—~ 
Voice & Vision, CPV Export Ltd. 
and Market Information Services. 
A buffet supper and a bar were 
provided. Amongst those present 
were Col. A. N. re Varley, CPV’s 
managing director, Jack Bed- 
dington, C. J. Maples, S. E. R. 
Wynne and Drummond Arm- 
strong, all directors of CPV, and 
Mrs. P. M. Spencer-Phillips, a 
director of Voice & Vision. A 
telegram of good wishes was 
received from R. H, Colman, who 
was prevented by illness from 
being present, 


Max Aitken 


Sales increases 


in ITV homes 


A series of brochures showing 
how various commodities sell 
more to homes with commercial 
TV than to those without has 
been issued by Associated Tele- 
Vision Ltd. 

Those issued so far are con- 
cerned with cosmetic, toilet and 
medicinal preparations: house- 
hold and personal supplies ; food 
and drink ; and clothing. 

Each brochure carries a number 
of diagrams showing that whereas 
sales of well-known brands have 

in 


More publishers are taking 
time on commercial TV. Latest 
journals to be represented include 
Exchange and Mart, Motor 
Cycling, Photography and the 
D. C. Thomson comics. As 
previously reported, the Sunday 
Express are taking weekly spots 
to publicise the Duchess of 
Windsor series. 

Other publications featured on 
commercial TV have been Motor- 
ing Weekly, the South London 
Suburban Group of newspapers, 
Woman, Woman's Own, TV 
Mirror, TV Times and, of course, 
the Associated Newspapers group 
—Daily Mail, Evening News and 
Sunday Dispatch. 


PR’s task to-day 


Mr. lain Macleod, Minister of 
Labour and National Service, told 
the Institute of Public Relations 
last week that it had a particular 
role to play in building up an 
interest in, and a feeling of, 
achievement on the part of the 
public about our industry, which 
would help enormously in our 
export trade. 

The new process or product, the 
large export order, the record out- 
put, the new factory or new 
design—these and many more 
stories were worth telling. 


No Dutch Fortnight 


Scarborough’s proposed Dutch 
Fortnight is not to be held this 
ear after all. But to prepare 
or next year when an effort to 
attract Dutch visitors to the town 
might be arranged, a civic part 
from the town is to spend a w 
in Holland shortly. 


3 eC 
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Two new Ernest 


Benn directors 


Kenneth Day and John Denton 
have been ee directors of 
Ernest Benn Day began 
his career in publishing with the 
Oxford University Press in 1928. 
He joined Benns six years ago and 
has been a director of Williams 
and Norgate since the acquisition 
of that company in 1953. Mr. 
Denton, who is 27, joined Benns 
in 1953. 

* * * 

Geoffrey Crew has joined Eyeretts 
Advertising Ltd. He will take up 
his appointment as media director 
on May 1. Mr. Crew recently left 
the board of Erwin Wasey & Co.., 
Ltd. He had been associated with 
them for more than 15 years and 
was the director in charge of media 
for the past five years. 

7 *x 

Guy Chesham has been appointed 
public relations officer of the 
Machine Tool Trades Association. 
At present he is assistant secretary 
of the Building Societies Associa- 
tion, in charge of public relations 
work. 

* * * 

R. N. B. Gubbins has joined 
Samson Clark & Co., Ltd.. as 
assistant to R. H. S. Lyall, execu- 
tive in charge’ of their financial ad- 
vertising division. 

* * * 

BBC Publications are to open an 
office in the Midlands for their 
advertisement department. It will 
begin operations on Monday at 
Broadcasting House, Edgbaston, 
Birmingham, and will be under the 
charge of F. H. Speirs, who comes 
from the London office. It will 
serve advertisers and agents in an 
area bounded by Whitchurch 
(Salop), Newark, Cheltenham and 
Abingdon. Mr. Speirs joined the 
Corporation’s advertisement depart- 
ment 25 years ago. 

* * * 


On Thursday of last week the 
circulation managers’ committee of 
the Periodical Proprietors Associa- 
tion entertained G. C. H. Yates to 
a luncheon in the Connaught 
Rooms, to mark the occasion of 
his <a as managing direc- 
tor o Smith & Son Ltd. 
E. O. Norton, chairman of the com- 
Mittee and director of the PPA, 
presided. 

. . + 


C. Dunne, general manager of 
Kenny’s Advertising Agency, was 
one of the judges for the recent 
Irish Professional Photographers’ 
Association contest in Dublin. 

* * 

After over 35 years with Austin 

Reed Ltd., Herbert Dennett has 


retired from his position of adver- 
tising manager. He is planning to 
carry on business consultancy work 
in direct mail, mailing list surveys, 
sales contests, stock control methods 
and house journal editing. 

He will be succeeded at Austin 
Reed by R. S. Riddell, who joined 
the firm last October. 

* * 


Lewis A. Foster has joined the 
John Delaney Organisation as sales 
director. Mr. Foster began his 
career with Lever Brothers Ltd., 
and has been with the GEC pub- 
licity department and the City Dis- 
play Organisation, His overseas 
experience includes employment with 
Gardener Displays of Pittsburg. 
USA, Exhibits and Displays of 
Montreal, Canada. He is now 
relinquishing his position at Leon 
Goodman Displays Ltd. 

. + * 

Leslie Woollaston, managing direc- 
tor of Renart Studio Ltd., has a 
picture in the Industrial Britain 
Exhibition of paintings at the 


Chenil i aan Na lsea. 
* 


The Boy sane Co.. Ltd., the 
recently formed UK extension of 
one of the largest American public 
relations organisations, the Roy 
Bernard Co.. Inc.. has appointed 
Marie Jennings, formerly with 
Foote, Cone & Belding Ltd., to 
handle several senior Anglo- 
American public relations accounts. 


Agency PRO 


James T. McFadden has been 
appointed PRO at Wilkes Bros. & 
Greenwood Ltd.. who have recently 
moved to new offices at 299 Oxford 
Street, London, W.1. Previously 
he was with Wembley Stadium Ltd. 
as advertising manager and press 
officer. He was formerly editor of 
Marketing Policy. 

* * * 

At the 16th annual meeting of the 
Farming and Poultry Advertisement 
Control Board. H. Parsons 
(Farmer & Stockbreeder) was elected 
chairman for 1956-7 in succession 
to H. R. Popple (Smaillholder). 
D. T. Jones (Modern Poultry Keep- 
ing) was elected vice-chairman. New 
honorary secretary and treasurer is 
G. Sheath (Poultry World). 

* * * 


W. IL. J. O'Neill has been ap- 
pointed circulation manager of 
Odhams Press in succession to the 
late H. F. Knox. Mr. O'Neill joined 
Odhams Press in 1926 as West Mid- 
lands representative in Birmingham. 
After the war he returned to 
Odhams in 1946 and the following 
year was appointed deputy circula- 
tion manager. 

L. F. Beardmore is . Ny deputy 
circulation manager. has also 
been with Odhams mo in the 

publishing department for 30 years. 


G. Crew 


‘Picture Post’ 
Northern rep 


Hulton Press Ltd. have appointed 
W. Rupert Smith as Picture Post 
representative for the North of 
England. based in their Manchester 
office. For the last three years Mr 
Smith has been assistant advertise- 
ment manager of the Evening 
Express, Liverpool, before which he 
was advertisement manager of the 
Warrington Examiner series. 

* * * 

Donald F. Hunter, vice-president 
and managing director, Maclean- 
Hunter Publishing Company, 
Toronto, Canada, will arrive in 
England on April 30 for business 
conferences. He will be attending 
the International Conference of the 
Periodical Press at Copenhagen, 
May 7 to 11, and will be returning 
to Canada on May 18. 

* * - 

Peter Rackow, managing director 
of Cinema and General Publicity 
Lid., Dublin. is on a business trip 
to London this week. 

* * * 

William M. Murphy, PRO for 
Coras Trachtala (Irish Exports 
Organisation), has been nominated 
a candidate for the forthcoming 
Irish Senate elections. 

* * * 

John Dunlop has joined the board 
of J. A. Weir Ltd., paper manufac- 
turers, of Alloa. 

* * * 

Raymond A. Fellows, director 
and production manager of Nigel 
Ra'nbow and Partners Ltd., has 
married Miss Anne Gray. 

* * * 


Miss P. L. Garbutt, principal of 
the Good Housekeeping Institute, 
has been appointed a director of 
Good Housekeeping Institute 
Ad. 


* . 

Following his return from 
America rnest Godbold enter- 
tained the directors and staff of 
Godbolds Ltd. at a dinner at the 
Waldorf Hotel, when he gave a talk 
on his visit to clients and adver- 
tising agencies in New York. 

* * * 

After more than 20 years with 
City Display Co., Bert Chandler 
has joined Soffe Bros (Displays) 
Lid. of Watford in an executive 
capacity. 


H. Dennett 
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R. N. B. Gubbins 


Bill Wellings has joined the radio 
and TV group of Foote, Cone & 
Belding Ltd., as a senior TV execu- 
tive, after six years of copywriting 
and scriptwriting experience in the 
advertising agency field -latterly 
with the J. Walter Thompson Co.. 
Ltd., since 1952. He has written 
two novels, TV plays and strip 
cartoons. 

- * * 

John Fairclough, an account 
executive of John Hobson & Part- 
ners Ltd., has married Miss Pamela 
Snagge, a niece of BBC commenta- 
tor John Snagge. 


New appointment for 
Mrs. Digby Morton 


Jimmy Drawbell, managing editor 
of Woman's Own, Home Notes and 
Modern Woman, has announced 
that Mrs. Phyllis Digby Morton has 
joined the group of magazines under 
his direction, as beauty-editor-in- 
chief. Mrs. Digby Morton has been 
associated with the beauty and 
fashion side of journalism for a 
number of years. She has produced 
a teen-age book in this country, has 
broadcast here and in the USA, and 
she has organised and run a success- 
ful Beauty Club. 

* * * 

Cc. H. Alsop, publicity § man- 
ager with W. H. Allen. Sons & Co., 
Ltd., engineers, of Bedford, has been 
nominated chairman of the publicity 
committee of the British Electrical 
and Allied Manufacturers’ Associa- 
tion. 

* - - 

John Skipper, director of Henry 
Good & Son Ltd., printers, and one- 
time council member of the Pub- 
licity Club of London, was admitted 
to St. Anthony's Hospital, N. 
Cheam, on Monday, for a minor 
operation. 

* * * 

Max Williams has resigned the 
position of advertising manager of 
the Caxton Publishing Co. to train 
for Holy Orders in the Church of 
England. Caxton’s new advertising 
manager is Antony Gray. 

* * * 

New managing editor of Every- 
body's is E. J. Wass, whose former 
position was incorrectly described 
in last week’s issue. He was 
formerly managing editor of TV 
Mirror. 


@ More News About People 
—page 58 


... QNG OF couse B ‘FE ‘T Bus Advertising 


ADVERTISING DEPT. B.E.T. FEDERATION LTD. STRATTON HOUSE, PICCADILLY, LONDON, W.I. 
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M A N C i ~ S T - 4 is the hub of the S.E. Lancs Conurbation 


... anadult population of 1,900,000 .. . 775,000 households 


... approximately 1,200,000 people in employment . 


Vital to this area is the Evening Chronicle. Witha 
March 1956 net sale (A BC formula) of over 300,000 
it has a readership of more than 900,000 people, the 
vast majority of whom read no other evening 
newspaper. Manchester is responding eagerly to 
this brilliantly-produced paper, to the tune of 
160,000 new readers in three years, including over 
75,000 in the past fifteen months. These figures 
make the Evening Chronicle easily the fastest- 
growing evening paper in Britain. 

No wonder more and more advertisers are cash- 


.. a vitally important market 


i 


te 


bond 


ne 


ing in on this. Every month record amounts of 
display and classified advertising are being 
carried. Last year was a record for volume in both 
categories. 

The Evening Chronicle is an essential for all 
mass-market schemes. A massive sale in a flou- 
rishing, clearly-defined market... extra impact 
from the tabloid-sized page... high readership 
among the younger age-groups. For selling today, 
for building for tomorrow, the Evening Chronicle 
is indispensable. 


YOU CAN’T COVER MANCHESTER 
WITHOUT THE EVENING CHRONICLE— 


MARCH NET SALE OVER 300,000 COPIES! 
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London 


Club Cup for 


TV star judges 
Norman Moore 
This year’s Publicity Club of 


public-speaking 
London Cup for distinguished 


. 
services to advertising is to be final 
awarded to Norman Moore. It = ; . , 
will be presented to him by the The annual dinner of the public 
Lerd Maver of Leedve at a speaking section of the Publicity 
club luncheon at the Mansion Club of London took place at the 
House, on Friday, June 1. This Connaught Rooms last Friday. 


is believed to be the first time a s Senet Sone — ~ The principal speaker at the annual banquet of the Birmingham Publicity 
this annual luncheon has been re Bie ee wae 20 


a : : Association was Sir Philip Warter, chairman of Associated British Picture 
held at the Mansion House. acted oni 7 a Ag the finalists Corporation Ltd. The banquet was held at the Queens Hotel, Birmingham. 
In the citation the club says Fz By . ‘be ~ _—— This picture shows (left to_right): R. P. T. Gibson, chairman of the 
that Mr. Moore has spent 28 up. \ther members Of the section § Birmingham Gazette and Despatch Lid., Mrs. Fenby, W. B. Morrell. 
years in advertising. A former ! president of the Birmingham Publicity Association and managing director 
director of S. H. Benson Ltd., & of the Birmingham Gazette and Despatch Lid., Sir Philip Warter, the 
“he has been one of the most Deputy Mayoress (Mrs. J. R. Balmer), D. D. McLachlan, chairman of 
active men engaged in the the Birmingham Publicity Association and publicity director of a 
development and welfare of the also received trophies for their Cycle and Motor Co., Mrs. McLachlan, the ee Maver, Aik 7, &. 
business.” various activities throughout the Balmer, and Charles Fenby, director and editor-in-chief of the Birmingham 
season, Gazette and Despatch Ltd. (see Talking Points, page 16). 
H The Leon Goodman Cup contest 
ee IPA =. was won » | ) nag ¥ Biddulph, ‘who Bristol 
e was a member of the coun- beat Mrs. Sally Ayers an ———— 
cil of the Advertising Associa- Evans; Mr. Biddulph also won 


tion for 22 years, for 13 years another award—the McLellan Cup. Butlins spend £3,000 a day on ads 


its treasurer, and president for The T. G. Comerford Progress Cup 
two years J 1953-55. He — and the Robbie Challenge Bowl were Mogers holiday camps = .. dr wee See 
president of the Institute o presented by the section’s instructor described as “great social ¢xperi- r ° : 
Practitioners in Advertising from Bernard Tozer to this year’s winners, ments,” W. L. Goodman, Butlins | Players readings 
1940 to 1945, “during which Gordon King and Dennis Saunders entertainments manager, told mem- | Play readings to decide the next 
perilous years he succeeded in respectively. 2 bers of the Bristol and West Pub- | production of the Fleet Street 
holding together the Institute In the absence of the chairman of _ligity Club. | Players will be held at St. Bride's 
and even increased its power.” the Club, Reg Cooper, vice-chair- Nearly half a million people a | Institute, Fleet Street, on Thursday, 
He was president of the man Trevor Harris said that he was year visited the camps run by his May 3, and Monday, May 14, at 
National Advertising Benevo- especially proud of the public company, and advertising costs 6.30 p.m. New members will be 
lent Society in 1954. During the speaking activities of the club, as sometimes ran to the rate of £3,000 welcome. 
1939-45 war he served on the the Publicity Club of London was a day. All media were used, but 
late Lord Ashfield’s committee to be represented in the final of the Billy Butlin thought the most suc- ; 
advising the Government on National Public Speaking contest cessful form of advertising for the Ad Man oe 
public relations, and during the at Birmingham. ieee : camps was the cinema. Di 
post-war years he was one of the The section was doing “its bit for At least six films publicising camp ary 
promoters and founders of advertising. It was providing holidays were in circulation. Monday, April 23 
British Export Trade Advisory invaluable people to speak up for Although Mr. Butlin was interested PUBLICITY CLUB OF SHEFFIELD debate 
Council and British Export advertising, which was one of the in aj departments of his organisa- with Chamber of Commerce 
Trade Research Organisation. biggest co fey = Alga tion, publicity was his “pet.” ee oa a £38 p.m 
oe aaves ~~ aoven same d Their F ncti "een the subject Mr. Goodman suggested that the quan ~lb OF LAYTON AWARDS 
on the City of London Nationa on ee Puacwos Sete — a camps were “happy hunting ENTRIES to be opened by Lord Luke 
Savings Publicity Committee. = by two —. A. grounds” for the social statistician 45 Park Lane, W.1. 11.30 a.m. 
“Not the least of his attributes Clar ¢, editor of = af aad and for mass surveys. Little had BERKS AND BUCKS PUBLICITY ASSO- 

is his ability to bring people controlled circulation journals, an been done in the matter so far, but CIATION meeting. N. H. Gardner, on 
together in amity and good will S. Shuttleworth, advertisement the scope was there. ‘Poster Advertising. Berkshire 
<> wank fur the batt t of manager of two Tothill Press con- Club, Reading. 7.30 p.m 

- 25 » 2:4 pomaals trolled circulation publications— P Wednesday, April 25 . 
organised advertising, con- re . sdinins . Leicester PUBLICITY CLUB OF HULL meeting 
icles the dliatien when they addressed the club at the pon snce ell White Hews Howl. 5.45 pan 

: Waldorf Hotel on Monday. . ° ADVERTISING CLUB OF OXFORD annual 

(Full report—next week.) ‘Getting the most 


general meeting. Town Hall, 


e * Oxford. 7 p.m 
out of life COLLEGE OF DISTRIBUTIVE TRADES 
Golf 


lecture. Speaker: Lord Woolton 


4 


C.2. 6.30 p.m 


° . - ° Publicity Club of Leicester, Naomi 
- arose, . . bain 5 PUBLIC RELATIONS INSTITUTE OF 
Poppinjays’ spring meeting Jacob, urged members who were not 


Guest speaker at a meeting of the = College, Charing Cross Road, 


happy in their present jobs not to IRELAND annual general mecting. 
, ‘ : ese s Red Bank Restaurant, Dublin 
Despite wet, cold and windy Arnold L. Bentley and Keith hesitate to change them. Thursday. April 26 
weather, 32 members of the Society Taylor. Foursomes—Eric Mitchell Speaking on “Getting the Most MIDNIGHT MATINEE in aid of NABS 
of: Poppinjays played in the spring and John Sime; runners-up, Guy Quy of Life.” Miss Jacob advised: at the Palladium ; 
golf meeting at Laleham on Satur- Barney and L. Ward Jackson; tie If you are not happy, change your FLEET STREET COLUMN CLUB ns 
day. The prizes were presented by for third place, Jack Gill and job before it is too late. Never ee eae —— 25 
this year’s president, G. Ward Norman Young, and Peter Edwards mind if people say you are foolish DESIGN CENTRE to be opened by the 
Gough, who thanked _ the hon. and Tony Harris. — Hidden holes— to throw up a good business for Duke of Edinburgh. 28 Haymarket, 
secretary, “Tony” Harris, and all Edwards and Harris. uncertainty. I chopped and changed S.W.1. 2.30 p.m. 
the others who had helped to make Barlow- Lawson Trophy for until | found something I could AGENTS V. REPS golf match. Royal 
the meeting so successful. An founder members—R. R. Richard- work at and keep well and fit, and Mid-Surrey G.C. ae 
al feature of the prizes was : . ~~ P ~ ’ SOUTHAMPTON PUBLICITY CLUB annual 

unusual feature «© prizes we son. Raiment Cup (18 and over) get fun out of. Ganer ené-dence. Poelsgen Hate 
a special gift for the winner of the Sime, Seeing a microphone concealed PUBLICITY CLUB OF THE COTSWOLDS 
wife — to take home to his Prizes, in addition to those pro- behind a vase of flowers, she com- meeting. Speaker: Blake Ozias. 
wife. Results: vided by the society, were given by manded: “Take that thing away. Friday, April 27 

H » : ° . . ir cane OP . ‘ INSTITUTE OF PUBLIC RELATIONS 

Singles for the Helen O'’Poppins Mrs. Brookes, of “Poppins,” V. I've got a beautiful voice that will satel wedaht eantammes. Crand 
Trophy—W. Gale; runner-up, Dr. Gardner of Benjamin Electric Ltd., penetrate a nine-inch plank. I don’t Hetel, Cliftonville, Margate 
W. Young; tie for third place, W. J. Chappell and W. L. Mayston. need microphones!” 


———— 
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FCB PR MAN 
SETS UP 
OWN FIRM 


Hugh Samson is leaving Foote, 
Cone & Belding Ltd. to set up his 
own company of public relations 
consultants. First clients an- 
nounced are the British Council 
of Churches Inter-Church Aid 
and Refugee Service and the 
Welsh Woollen Manufacturers’ 
Association. 

Mr. Samson said this week: 
“The use of professional PR by 
such bodies as Inter-Church Aid 
should be an example to other 
social service organisations whose 
problems are as great, but who 
have yet to appreciate that their 
solution lies in skilled PR 
practice.” 

Mr. Samson says that he is par- 
ticularly interested in the hand- 
ling of “worthwhile accounts”— 
that is, giving PR help to organi- 
sations who make a significant 
contribution of service to the 
community. 


PR for PR 


“This,” he says, “is not just 
because it gives one an added per- 
sonal incentive but also because 
it is good public relations for PR 
—and I think it needs it.” 

Before entering public relations 
in 1951 Mr. Samson was night 
news editor for the Westminster 
Press group in Fleet Street, an 
appointment which followed six 
years reporting service on morn- 
ing and evening provincial news- 
papers. 

From May 1 the offices of 
Hugh Samson & Co. will be at 
10 Eaton Gate, S.W.1. 

Just before Easter Mr. Sam- 
son’s wife Rosemary, formerly in 
the public relations department 
of the Hunting Group of Com- 
panies, presented him with a 
daughter, Clare—their first child. 


50 countries’ buyers 
at Exhibition 


Buyers from 50 countries have 
applied for information on and 
tickets for the Mechanical Hand- 
ling Exhibition and Convention, 
to be held at Earls Court from 
May 9 to 19. 

The exhibition, which will be 
opened by Sir Miles Thomas, 
will cover more than 400,000 sq. 
ft., and will be the largest of its 
kind in the world. An _ inter- 
national convention, the first of 
its kind, will run concurrently. 

A full programme of industrial 
films has also been arranged. 
The event has been organised by 
Mechanical Handling. 


At a luncheon for the area committees of the Newsvendors' Benevolent & 


Provident Institution (‘Old Ben’’), Lord Burnham, president (left), 
to A. Scott in 


the Lord Riddell Shield 
committee's ‘‘consistent good work.’ 


hands 
recognition of the Leicester 


Seated is Edward Hulton, this year's 


fe stiv al chairman. 


‘Express’ contest aids Overall Week 


Britain’s first National Overall 
Week secured additional publicity 
from a _ circulation drive in 
Lancashire and Yorkshire by the 
Daily Express. The Express 
organised a National Overall 
Week competition with a prize of 
£75, and announced it with nearly 
250,000 entry forms distributed 
through newsagents, shops and 
factories, and to crowds at foot- 
ball matches. 


R. H. Penney 


N. K. T. Stanton A. 


Entrants were asked to imagine 
they were overall manufacturers 
and list in order of importance 
features for a new overall to sell 
widely in the home market. 

Overall Week, which ended last 
Saturday, was organised by the 
Overall Manufacturers’ Associa- 
tion. In addition to 500 entrants 
for a window display competition, 
more than 1,000 other retailers 
staged special displays. 


Changes in Northcliffe Newspapers 


R. H. Penney, advertisement 
director of Northcliffe News- 
papers Group Ltd., has 
announced changes in the group's 
Te representation. 

. K. T. Stanton will represent 
all newspapers in the group for 
national advertising, as London 
advertisement manager. 

W. J. Lindsay, as section adver- 
tisement manager (London) will 
represent for national advertising. 
the following newspapers, assisted 
by their representatives : 

Derby Evening Telegraph, Bris- 
tol Evening World and Leicester 
Mail (W. J. Baxter). iantatall 


Walkers 


(showcards) (UR case 


MANCHESTER | 


shire Evening Sentinel and Staf- 
fordshire Weekly Sentinel (A. 
Duskwick). Gloucestershire Echo 
and Cheltenham Chronicle (N. B. 
Needham). 

L. F. Gregory, as section adver- 
tisement manager (London) will 
represent, for national advertis- 
ing, the following newspapers, 
assisted by their representatives : 

Hull Daily Mail, Yorkshire and 
Lincolnshire Times series, Grims- 
by Evening Telegraph, Grimsby 
Saturday Telegraph and Lincoln- 
shire Echo (W. Peters). South 
Wales Evening Post and Herald 
of Wales (P. Spencer). The 


solo 


Axten Ww. 


Aprit 20, 


‘Trade should 
be offered 
shares in Fair’ 


A reported move to dispose of 
the controlling interests in the 
Shoe and Leather Fair has led 
the secretary of the Shoe and 
Leather Fair Society to send 
letters both to shareholders and 
to exhibitors. 

The Society's board of direc- 
tors, who claim to represent all 
the principal trade organisations 
interested, say that they think the 
shares of the Society should be 
offered in the first instance to the 
trade. 


1956 


Control ‘vetted’ 


They state: “In the event of a 
change of control taking place. 
the board would have to consider 
whether the new conditions of 
management were such that they 
should recommend the trade asso- 
ciations which they represent to 
continue to support the Fair.” 

To exhibitors they have written 
Stating that all arrangements have 
been made for holding the Fair 
in October, 80 per cent of space 
being already applied for, and, in 
addition, “agreements are in 
existence which reserve the book- 
ing of Olympia for each year up 
to and including 1959.” 


> 
; 


J. Lindsay 


ad representation 


Citizen (Gloucester) and Glou- 
cester Journal (R. Burns). 

A. Axten is Northcliffe News- 
papers Group financial advertise- 
ment manager. 

R. Murphy, northern advertise- 
ment manager (national advertis- 
ing) is dealing with provincial 
advertising agents and advertisers 
from Northcliffe House, Deans- 
gate, Manchester, assisted by 
P. S. K. Harris. 

G. E. J. Allen is undertaking 
special duties assisting Mr. 
Penney in connection with local 
display and classified advertising. 


L. F. Gregory 


CENtral 4965/6/7 
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One person in three 
reads the 
Sunday Pictorial 


Every time you advertise in the 
Sunday Pictorial you reach more 
than 134 million potential buyers— 
one person in every three of the 
entire adult population of Britain. 
The Sunday Pictorial is an inexpen- 
sive medium too. No national 


campaign is complete without it. 
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‘Now marketing must 


consumer's needs’ 


—FCB DIRECTOR AT BIM CONFERENCE 


“We have reached the point where further efforts to secure 
manufacturing efficiency will not be as well repaid as will 
effort applied to improve marketing techniques and effici- 
ency,” W. A. C. Cooper, director of Foote, Cone and Belding 
Ltd., said at the British Institute of Management’s conference 


at Southport on Saturday. 


“There is no doubt,” he added. 
“that. by reducing the costs of 
distribution, a better return on 
capital employed can be gained 
and an ultimate reduction in 
prices to the consumer will 
result.” 

Too little attention had been 
given to whether the consumer 
wanted the product in the form 
in which the manufacturer pro- 
posed to make it. Marketing 
concerned itself with the vital 
forces or functions that kept 
people working, playing and 
living ; it dealt with their hopes, 
desires, needs, frustrations and 
satisfactions. It was a human 
field of study and the subjects 
were always changing. 

Speaking under the confer- 
ence’s general theme, “Manage- 
ment Looks Ahead,” Mr. Cooper 
had some pointers to make 


towards the future of marketing. 
Besides an increase in self-service 
and in mobile shops he forecast 
new uses for vending machines 


and the complete redesign of 
some products to meet the needs 
of the customer. 


2,900 outlets 


He said that there were now 
some 2.900 self-service shops 
operating out of the 500,000 shops 
in the country. The rate of con- 
version to self-service was about 
50 shops per month. The bulk 
of these shops were in the food 
trades, with a few chemists 
and sweet shops. 

In the field of labour costs, 
self-service had been claimed to 
reduce labour percentage costs 
and put the sales per assistant up 
(in food) £70-£100 per head. 
There were, however, a number 
of factors that must be overcome 
before the full advantage of self- 
service retailing could be 
obtained. 

Most important of these was 
re-sale price maintenance, which 
prevented the enterprising self- 
service operator from offering his 
customers the one substantial 
advantage of a self-service shop 
reduced prices. The self-service 
shop should increase turnover in 
any given shop by anything from 
30 per cent to 200 per cent. Thus 
it was quite possible for the 
operator to offer branded goods 
at lower prices than in the old 
form of retail outlet. 

Commercial television, said 
Mr. Cooper, could be one of the 
most dominant developments 
affecting marketing plans in the 


future. It had been enormously 
successful in America in increas- 
ing sales of goods of all kinds. 
By 1957 a nearly full national 
coverage would be obtainable in 
that three million homes would 
be capable of receiving com- 
mercial programmes. 

In all these homes, the adver- 
tiser would have the opportunity 
of personal face-to-face selling. 
Complete demonstrations of the 
product in use were strong fea- 
tures of television advertising, a 
sales technique which was other- 
wise possible only by the use of 
cinema advertising, exhibition 
stands, or door-to-door selling. 

“At present it is difficult to 
estimate what the effectiveness of 
the medium has been in this 
country,” said Mr. Cooper. 
“Most of those advertisers who 
have been using it have had in- 
sufficient experience to justify 
their drawing any firm conclu 
sions. 

“Until the ITA has been fully 
operating for a year, it is very 
difficult for any research organisa- 
tion to prove anything other than 
that the audience is increasing 
rapidly and that certain pro- 
grammes are more popular than 
others. It is possible to ascertain 
how many people saw a commer- 
cial and how many liked it, but 
to go further, at this moment, is 
unwise. 

“The ultimate test of commercial! 
television will be: “Does it sel 
goods over a consistent period ?° 
This can only be ascertained 
from a careful examination of at 
least a year’s sales figures.” 


study the 


To associate’ their name and 
products with yachting for the many 
vachtsmen who spend their holiday 
on the Broads, Huntley & Palmers 
have designed this mural depicting a 
typical Broads scene. It is on show 
ai Roys of Wroxham, one of the 
few food stores in the area. 


Jenolite for 
new PR firm 


A new PR company, Public 
Relations and Editorial Service 
Specialists Ltd., has been formed. 
It will also handle general and 
technical editorial work 

PRESS Ltd. already have the 
PR accounts for Jenolite Ltd., the 
Jenolizing Co., Ltd., Allied Dis- 
tributing Corporation Ltd., and 
International Forwarding Agents 
Ltd.. and are responsible for 
editing, publishing and mailing of 
Jenolite’s bi-monthly house maga- 
zine-—-which has a circulation of 
45,000. 

The company is staffed with 
technical writers, layout artists 
and a photographic department. 

Directors are managing direc- 
tor John H. Lawrence, Derek 
Littke and Christopher D. Cop- 
pard. Registered offices are at 
13-17 Rathbone Street, London. 
W.1. 


A stuffed leopard, animal skins, palms and a rifle are included in a window 
display for Air India at Air India International's Haymarket offices, part 


of which is reproduced above. 


The display, which originated from an idea 


by T. Turner, of Air India’s sales promotion department, was carried out 
by Window Craft. 
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DRIVE HERE 
WILL AID 
AUSTRALIA 


A “very great” percentage of 
the £500,000 which Australia is to 
spend during the next year to 
publicise her food products in 
the UK will be spent in Scot- 
land, G. R. B. Patterson, senior 
Government Trade Commissioner 
for Australia, said at a conference 
in Glasgow last week. 

Mr. Patterson was guest of 
honour on “Australia Day” at 
Scotland’s Food Exhibition in the 
Kelvin Hall. 

“We consider this publicity 
drive here as a progressive one. 
because we are in trouble in 
Australia at the present time with 
our balance of payments,” he said. 

“Over the past five years we 
have shown a deficit of £250 
million. For a _ population of 
close on ten million people, that 
iS a vast sum of money.” 


Apru 


Traders asked to 

fight ‘gifts’ 

The National Chamber of 
Trade is urging traders not to 
display goods connected with gift 
schemes. The Chamber's report 
admits that an approach to the 
manufacturers on gift schemes by 
various trade associations has met 
with no material success. It 
urges that traders should do 
everything possible to ensure that 
a “wide disapproval of gift 
schemes is forcibly brought home 
to the manufacturers concerned.” 

The public is becoming increas- 
ingly aware that “free gifts” have 
to be paid for, it is claimed. 


Rush job 


Last week's concentrated cam 
paign for William Whiteley, Ltd.. 
using London’ evenings and 
selected suburban newspapers to 
announce the re-organisation of 
the store on two floors was 
created and planned by Tibben- 
ham Publicity Ltd. The whole 
campaign was prepared and 
executed in 12 days and included 
window bills printed by Advance 
Publicity Ltd. 


Rank brochure 


A_ second international sales 
brochure has been produced by 
J. Arthur Rank Overseas Film 
Distributors Ltd. It is to be dis- 
tributed to branches, distributors 
and exhibitors in all countries 
where their films are shown, and 
the text will be eventually trans- 
lated into more than 10 foreign 
languages. 


75 cars sold 


In a TV spot last week car- 
dealer Raymond Way of Kilburn 
said that he had sold 75 vehicles 
at Easter following advertise- 
ments on Associated-Rediffusion 
Ltd. 
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PRACTITIONER 


The Leading Monthly Medical Journal 


| IN 1868 


FOUNDED ay 


The Practitioner is the only medical journal publishing 
an A.B.C. Certificated Net Sale. 


For the year 1955, Net Sales reached the record 


figure of 24,825 copies monthly. Over 95% of this 


paid circulation consists of annual subscriptions. 


The 


practice and, since 1868, has presented the latest 


Practitioner circulates to doctors in active 


information on advances in treatment. 


IT CONTINUES TO BE THE MOST 
EFFECTIVE AND ECONOMIC MEDIUM 
| FOR ADVERTISERS 

TO THE MEDICAL PROFESSION. 


Paid Circulation—24,825. Page Rate £56 


E. H. MADDICK 


Advertisement Manager 


5 BENTINCK STREET, LONDON, W.1 


Phone WELBECK 0121 (3 Jines) 
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COMMENT 


PROVINCIALS’ 
PROMOTION 


@From a basically weak position, 
television advertising is promot- 
ing itself with vigour. Research, 
followed by publicity, is the 
means by which it will fashion 
its future. e 


This quotation from a Newspaper 
Society bulletin is evidence of 
the growing awareness among 
proprietors of the fact that the 
provincial press has a _ hard- 
selling future ahead of it. 

The task is to sell to the adver- 
tiser the value of a medium 
which is basically essential toa 
comprehensive campaign, but 
which is directly challenged by 
the new, localised television 
stations. 

Fight is on 

The effects of rising costs and 
growing competition have 
already been felt. Some of the 
weaker local morning and 
weekly newspapers have already 
closed down; others are fight- 
ing for their lives. 

Mounting costs and wage 
demands eliminate the pos- 
sibility of any substantial pro- 
duction economy. So there is 
only one answer—increased 
revenue. 

The Newspaper Society is not 
unaware of the desirability of 
publicising the case for pro- 
vincial press advertising. 

Indeed, a working party has pre- 
pared a report on promotion 
possibilities. A decision on the 
action to be taken is expected 
next month, Certainly it 
should not be delayed for, with 
TV extending, the autumn may 
prove to be the testing time. 


Research needed 


The prerequisites to a successful 
campaign are: 
®@ Research to provide statistics 

on readership and the size 
and composition of the 
markets covered. 

@A carefully planned publicity 
programme embracing 
national, local and classified 
advertising. 

®@ Adequate resources. 

The provincial press has a great 
case, but in modern conditions 
of changing media patterns it is 
not possible to live on reputa- 
tion alone. It should tell its 
story with vigour and imagina- 
tion. 


Apply for painless to Advertisement Manager, Phoenix Bullding, Berridge Street Leicester or 47 Hertford Street Mayfair London W. !. 


TALKING POINTS 


sell bad products ? 


WHICH is more important 

—the quality of the pro- 
duct or the efficiency of the 
promotion? 

Most advertising men agree 
that even the best advertising 
cannot sustain the sales of a bad 
product. Sell it once, maybe, 
but only in declining quantities 
thereafter. 

There have been notable 
examples of this, especially with 
products such as_ cigarettes. 
Despite this, there are those who 
appear to hold other views. 

J. R. Bulmer, merchanting 
executive of the Calico Printers’ 
Association, is reported to have 
said this week: 

“There is no doubt that a sub- 
stantial advertising campaign for 
a branded fabric, sustained over 
a number of seasons and backed 
by reasonable cloth, can force 
sales, even when the styling, de- 
signs and colourings are com- 
pared unfavourably with those of 
competitive ranges.” 

It is true that he does not 
mention quality, but if style, de 
sign and colour are not so good, 
advertising is being asked to per- 
form the impossible. 

Mr. Bulmer - said roducts 
should have “specific advertising 
appeal.” Surely the best appeal 
of all is a good product at the 
right price. Given these condi- 
tions, advertising can really get 
to work. 


KNOCKING TV 


HE knocking at commercial 

television continues unabated 
—with the Daily Express well to 
the fore in a vociferous band of 
critics. 

There have been two outstand- 
ing instances during the past 
week, First, Sir Philip Warter 
played into their hands with some 
rather frank talk at Birmingham 
Publicity Association’s annual 
banquet. 

His speech may, as was after- 
wards claimed, have been jocular. 
But the blunt assertion that ABC 
Television Ltd. went into TV 
because “we decided that if we 
could not destroy it we should 
control it” is the kind of ammuni- 
tion the critics pray for. 

Sir Philip’s statement that BBC 
productions are better than the 
commercial programmes has 
rightly been challenged by Philip 


7 t,evemenmnnnce 
eee 
scan eeseee eooseere? 


Dorté of ATV. The fact is that 
commercial programmes are 
already proving more attractive to 
viewers with multi - channel 
receivers. 

The other shots at TV were 
fired on the basis of TAM figures 
of homes able to receive com- 
mercial TV. 


“ITV Below Forecast” 
headline. The story spoke of 
there being “no boom” and sets 
in the London area being “50,000 
below the estimate for Christ- 
mas,” 


The authors of such critical 
references have apparently not 
heard of the effect of the credit 
squeeze on TV sales. Nor do 
they pay much attention to the 
fact that after only seven months 
over a million homes can receive 
commercial TV and most of them 
view it in preference to BBC pro- 
grammes, 


Said a 


AA CONFERENCE AND 
ELECTION CLASH 


OLITICS rears its ugly head ! 
The Advertising Associa- 

tion’s Conference at Brighton 
starts a day earlier than usual 
this year and the opening sessions 
clash with polling day in the local 
government elections on May 10. 


What do ad men who are good 
citizens do ? Lose their votes or 
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Does quality count—or can good ads 


miss part of the Conference ? 
They need do neither. 
Registration officers will 
usually consider attendance at a 
trade conference as unavoidable 
absence on business and conse- 
quently will grant a postal vote. 
All the voter has to do is to apply 
to his town clerk or the agent.of 
his local political party, for a 
form which must be completed 
and returned to the town hall not 
later than first post April 24. 


SERIAL SCOOP 


ELDOM can a_ magazine 
serialisation have caused 
such Fleet Street excitement as 
Everybody's announcement last 
week of its scoop of the 
first rights on Sir Winston 
Churchill's History of _ the 
English-Speaking Peoples. 
There was praise, too, for the 
trade press advertisements used 
to announce the eight-instalment 
series. “Just right” was the 
Erasmic-ish comment of one art 
director. 


ACTIVE ALBERT 

N Tuesday evening Albert 

Milhado wrote one of 
his well-known letters date-lined 
Budget Day and referring to the 
Chancellor’s proposals. He had 
only just arrived back from a 
busy tour, but he got his letter 
out in time for it to drop topically 
onto his business friends’ desks 
on Wednesday morning. 

Smart work ! 


TO-MORROW’S TOPICS 


® Milium, an American clothes 
and fabrics lining material 
treated with a coating of 
aluminium which gives com- 
plete insulation, is to be manu- 
factured under licence in this 
country. Advertising will start 
late in the summer. The 
account is expected to go to 
— Prentis and Varley 
Ad. 


The new tax on special brands 
of cider and perry with 15 per 
cent or more proof spirit will 
lead to vigorous advertising 
with a new slant to hold sales 
firm. 


A medium-large London adver- 
tising agency is planning to 
make television the basic 
medium for a number of 
selected accounts. Already, it 
is claimed, one new product has 
ay successfully launched on 


ecsesorere? 


@ Early revision is expected of 
the Censorship of Publications 
Acts under which _ British 
journals are periodically 
banned from Ireland. 


®@ Stiff competition with heavier 
than usual publicity in the 
home market will develop in 
the autumn between commer- 
cial vehicle makers. Early 
response is expected to the 
announcement of a new Austin 
and Morris range of trucks. 


@ Big advertising battles are 
developing in Ireland where 
imported lagers and ales are 
challenging stout sales. 


® Rumours of impending trouble 
are rumbling throughout the 
publishing business in Dublin. 
Print and process workers are 
demanding more pay and 
shorter hours despite recent 
agreements. 


ROUND TABLE 


THE SPECIALISED” 
_TRADE JOURNAL 


Tel.: HYD 7557/8 
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ADVERTISER’S WEEKLY 


World without advertisng— 


what it would be like 


This article has been based upon an address given to the Ayr Club of the National Federation 
of Business and Professional Women’s Clubs of Great Britain and Northern Ireland by MISS 
N. E. HARRIS, director of Sommerville and Milne Ltd., and member of the committee of the 


T has been said that adver- 
tising is simply a means of 
communicating facts and ideas. 
This is, of course, a very loose 
generalisation, but it makes a 
- good starting point for expan- 
sion. 

And expansion is a particularly 
apt word to apply to modern 
advertising. It has become an 
integral part of our way of life, 
of our industrial, social and 
political economy. 


Until the invention of printing, 
advertising was confined to the 
spoken word and an occasional 
mural inscription—forerunner of 
the modern poster. The first 
newspaper advertisement ap- 
peared in the seventeenth cen- 
tury, and just over 100 years 
later Dr. Samuel Johnson was 


Publicity Club of Glasgow. 


prompted to write: “The trade 
of advertising is now so near per- 
fection that it is not easy to 
propose any improvement.” 1 
wonder what the great doctor, 
with his passion for words and 
exact shades of meaning, would 
have had to say about “Night 
starvation” and “Schwepper- 
vescence.” But we do not have 
to refer to the time of Dr. John- 
son for critics of advertising. 


You will still occasionally hear 
the opinion that advertising is 
unnecessary ; that it increases the 
cost of goods to the public ; that 
it coaxes people to buy what they 
do not really need ; that, in short, 
it is a bad thing. Euclid had a 
very convenient device, you will 
remember, for proving a point by 
taking the converse and showing 
it to be absurd. This is perhaps 
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level readership. 
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Board Room decisions are based on sound 


knowledge of economic trends. 


THE 


is the acknowledged authority on national 
and international economic developments 
and financial policies. 

Directors and Executives in a wide range 
of concerns rely on THE BANKER for 


Advertise in THE BANKER to reach high 


THE 


S. CORBETT, Advertisement Manager 


9-11, POULTRY, LONDON, E.C.2 
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KER 


TEL: MON 8833 


the best and quickest way of de- 
molishing the argument against 
advertising. 

Let us suppose then that adver- 
tising has been forbidden by law. 

The first effects are seen at your 
newsagents. Morning papers, 
bereft of advertising have shrunk 
to a mere six pages instead of 12. 
No real harm as yet, perhaps, but 
after a few days things begin to 
happen. Up goes the price—and 
down goes the circulation. But 
there is always the radio, so why 
worry ? And, in any case, your 
favourite magazine will be out 
soon. 

And what a magazine it is ! 

Meagre, colourless and dis: 
appointing. Gone are our 
fashion displays—for what edi- 
tress dare mention Dior, Norman 
Hartnell or Ronald Paterson ? 
Gone are its editorial recommen- 
dations of approved and tested 
products; gone are the familiar 
brand names which were our 
guarantee of value and good ser- 
vice. And again—the ominous 
announcement of a price increase. 

Well, we may exist without 
papers and magazines ; but what 
about everyday necessities ? 
What about your daily shop- 
ping ? May we expect the imme- 
diate, and permanent, reduction 
in prices which opponents of 
advertising tell us will follow the 
excision of advertising costs ? 

We may. 


? 


Intense competition 


But I am afraid it will not 
work out to the public benefit. 
In our advertising age reputa- 
tions are made to be sustained 
in the bright glare of open, 
competitive publicity. In the 
darkness all cats are grey. Any 
old product made any old way 
can sneak into our shopping 
bags. 

A brand name has no longer 
any meaning, for brand names 
can be exchanged with every 
shoddy batch. There is, of 
course, a solution to the pro- 
blem; governmental control. 
Registration of manufacturers, 
standardisation. No more com- 
peting for your favour, for that 
would be advertising! Stan- 
dardised mediocrity and take it 
or leave it. And perhaps even 
standardised fashions! Lovely 
thought ! 

Meantime, the newspaper situa- 
tion has been moving to a grim 
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climax. With no revenue from 
advertising to balance their pro- 
duction costs, newspaper prices 
have soared. Many papers have 
been forced to stop publication. 
Few homes will take in this ex- 
pensive luxury—the place they 
read it will be at your public 
library. 

Once again, there is the solu- 
tion—government control. One 
national newspaper, government 
owned, government edited. Price 
twopence, no doubt. And why 
not? What government would 
not gladly subsidise any loss to 
obtain the monopoly of printed 
propaganda? But there is some- 
thing queer about this. Propa- 
ganda? Why, that is just another 
word for advertising! 

And we are back where we 
started. Advertising again—but 
with a difference! “Read the 
National Gazette—learn what 
you should think!” “Eat more 
National Bread—Better for you 
than reactionary 1956 Cake !” 


No thing apart 

A sorry picture indeed, and one 
which I am sure the most fervent 
opponent of advertising would 
not wish to see eventuate. But I 
do think it disposes of any sugges- 
tion that advertising is a thing 
apart from our national economy 
—something that can be edged 
out of our lives without hideous 
repercussions. Even those of us 
who enthusiastically believe in 
advertising as a power for good 
must bear in mind the dangerous 
alternatives. 


The prohibition of advertising 
may seem a remote possibility in 
time of peace — but one thing 
could speed that possibility more 
than any professed hostile influ- 
ence. And that thing is advertis- 
ing deprived of its high ethical 
standard. 


The advertising agent is a pro- 
fessional man, bound by his 
Institute to an uncompromising 
code of advertising behaviour. 
He must not make, or permit to 
be made, false or misleading 
claims on behalf of any product. 
His work must never transgress 
accepted standards of good taste. 
Broadly speaking, he must do 
nothing that will bring advertis- 
ing into disrepute—and if he 
does, the penalty is as severe as 
that accorded the discredited 
medico. He loses his professional 
status, and with it the discounts 
which provide his living. 


Illustrating the value 


Specific examples of achieve- 
ment in advertising are of more 
interest, and are helpful in 
illustrating how the agent can be 
a vital factor in helping his 
client to build a successful busi- 
ness. In this connection although 
I must refer to the clients as “a 
certain firm,” I need make no 
secret of the type of product 
involved—a _ slow-burning fire, 
now very well known indeed. 


Our first consultation with 
them took the form of a very 
frank round-table discussion, 


@ Continued on page 20 
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Television has already proved itself to be a 
powerful selling medium for confectionery. It 
increases brand awareness quickly, improves 
distribution by creating retailer demand, and 
sends sales UP. 


NEW NAMES FOR OLD 


The charts below represent the findings of an independent 
survey made by TV Research (Gallup Poll) Ltd. on brand 
awareness for confectionery products just before the open- 
ing of ITV on September 22, 1955. A sample of Londoners 
with and without sets equipped to receive the new pro- 
grammes was asked the question: “What is the first name 
you think of in (product group)?” A few months later the 
same question was put to another sample. The answers 
are tabulated separately for homes with or without ITV. 


Mint Sweets ; Murraymints 
ITTV HOMES 
ad 


Toffees 


| 


NON-ITV HOMES 


brand-leaders in their field with a 


lead of 100°, over the former 
brand-leader in the television mar- 
ket. In homes not exposed to tele- 
vision, although doubling their 
brand awareness by other advertis- 
ing, Murraymints remained second. 


Sharps were already brand-leaders 
before television advertising started, 
but they have used the new medium 
to increase their lead over competi- 
tors still further. However, their 
position in homes not exposed to 
television advertising has remained 
virtually static. 


BOTH MURRAYMINTS AND SHARPS TOFFEES 
ARE ADVERTISED ON ATV 


Advertising Agents; Murraymints - 8. H. Benson, Lid. - Sharpe + Smith's, Advertising Agency Lid 
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TELEVISION PROVES ITS 
POWER 


to sell con yfectionery 


INCREASED BRAND AWARENESS 
—INCREASED SALES 


Brand awareness is the first step to increased sales: the real test 
is sales themselves. 


After three months’ television advertising, independent re- 
search in London showed that 20% of a representative sample 
of people said they had bought Murraymints in the last eight 
weeks as a result of seeing them advertised on television. On 
average, one in every seven people said they had bought con- 
fectionery of some sort as a direct result of television advertis- 
ing. 


ATV HELPS TO RAISE MURRAYMINTS’ 
LONDON SALES BY 20% 


The Murraymints press and cinema campaign was of roughly 
equal weight in and outside the London television area: 
Murraymints’ only additional publicity in London was by 
means of poster advertising—and television. Compare the per- 
centage increases in and outside the London television area. 


Sales increase in London television area - - - 20% 
Sales increase outside London television area - - 10% 


Thus, Murraymints’ sales increase in the London television 
area was twice that outside the area. 


“We are satisfied ..." state Beecham Foods Ltd. 


“We do not consider our investment as an act of faith—we are 
satisfied that television is performing the function of a success- 
ful advertising medium,” state Beecham Foods Ltd. Other ad- 
vertisers of confectionery are receiving proof of television’s 
astonishing power to sell their products—quickly. And, if you 
will write or telephone to ATV, you will find that it costs far 
less than you think. 


f SELLS MORE-COSTS LESS! 


ASSOCIATED TELEVISION LTD., TELEVISION HOUSE, KINGSWAY, LONDON, w.c.2 
Telephone: CHAncery 4488 
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How advertising boosted 
a new type of fire 


during which the following facts 
were established : 

@ The fire was a new produc- 
tion, of novel design, not 
previously advertised, al- 
though a few were in use at 
the (ime. 

@ It was constructed to burn all 
sorts of fuel, including much 
that was not combustible in 
the orthodox fireplace. 

@ It could be banked and con- 
trolled for continuous burn- 
ing. 

@ The clients had ideal manu- 
facturing facilities for pro- 
ducing a high-quality article 
of this nature, and were an 
old-established concern of 
long experience and high 
repute. 

This, then was the background 
of the product. What of the 
potential market? It happened 
that, at this particular time, 
economy in fuel consumption 
was a cardinal national necessity, 
so that. there was little doubt 
that a fire satisfying normal 
domestic requirements of 
efficiency and good appearance, 
plus genuine fuel economy, 
would have positive consumer 
appeal. 

Our clients were of such status 
that we could accept without 


question their assessment of the 
fire’s quality and _ efficiency. 
Nevertheless, in order to confirm 
its value and learn for ourselves 
its advantages and disadvantages, 
if any, we made our own quite 
independent tests. As a result of 
these we felt fully justified in 
starting advertising. 

Now a fire is a thing that can- 
not properly be installed by just 
anyone. There are very important 
considerations of safety to be 
observed which call for experience 
and skill. It was, therefore, 
decided that the initial approach 
should be to the trade, and a 
financial allocation to permit 
adequate advertising in the trade 
press was calculated and agreed. 
The retail selling price had been 
fixed by the clients at a level 
governed by smallish production, 
but even although it could not 
be described as a_ low-priced 
article, the fire represented excel- 
lent value for money. 

Advertising proceeded with 
modest spaces in the trade papers, 
each advertisement being care- 
fully designed and presented to 
convey clearly every advantage to 
both trader and user and both 
clients and ourselves kept careful 
tab on the progress of sales. 

The first year of advertising 


showed a steady rise in the sales 
curve and our clients were able 
to plan their second year’s in- 
creased production with some 
confidence. As time went on we 
extended our advertising to the 
consumer press, giving even 
stronger support to the dealers. 
The fire was now firmly 
established on the market, and 
similar types made by other 
manufacturers began to appear. 
It is quite fair to say that our 
client's pioneer advertising did 
much to stimulate the fireplace 
trade generally, and helped to 
contribute to prosperity and 
increased empldyment in the 
foundry industry. Moreover, 
with expanding production, our 
clients found it possible to re- 
duce their prices, widen the 
variety of their designs and in- 
crease wages. 


Gratifying results 


Sales profits permitted in- 
creased expenditure on advertis- 
ing, and this was judiciously 
applied in suitable directions. 
From everyone's point of view 
the results to date have been so 
gratifying, so warming—-and | 
hope, so edifying! 

But a word of caution. We 
succeeded in our work for these 
clients because we believed in 
their product. We knew it could 
satisfy the market, presented the 
right way. Had their product 
been otherwise, we should have 
felt it our duty to tell them, quite 
tactfully but no less definitely, 
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that advertising would be of no 
avail. For the very best advertis- 
ing will not sell a bad article or 
service. And no advertising prac- 
titioner of any self-respect will 
pretend otherwise. 

Quite fortuitously the same 
client provided us with a striking 
instance of the power of adver- 
tising. We produced a display ad- 
vertisement incorporating an 
illustration of a modern lounge 
featuring their fire. In striving to 
get a pleasant decorative effect 
the artist introduced, above the 
fireplace, a rather novel clock of 
his own design. 

A few hours after the adver- 
tisement appeared our clients 
had a long-distance telephone 
call from a lady who said she 
was already well supplied with 
fireplaces, but would they 
kindly quote her for the clock. 


Naturally, the clients were 
taken aback. Clock selling was 
simply not their business. But 
the lady insisted. They had shown 
the clock in the advertisement, 
she had taken a fancy to it and 
have it she must. Finally, after 
the phone call had cost as much 
as would buy a small clock, the 
clients managed to persuade her 
that the clock existed only in the 
artist's imagination and she most 
reluctantly abandoned her pur- 
suit. 

A sad story. But it shows how 
carefully an advertisement must 
be constructed and vetted for 
ambiguity and possible misinter- 
pretation. 


We just love beating the big drum to eall attention 
to a good product—we have been doing it for years, 


very successfully, for many famous clients. 


One big drum is at the point of sale. We make 
displays and eye-catching models, showeards and cut- 
outs, and there is a mark of quality about every piece 
we produce because we believe that good products 


need good presentation. 


* 


TELEPHONE: TRA 4277-8. 
70 CAROLINE STREET, BIRMINGHAM 3. 


VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. 


TELEPHONE: CEN 1941. 


PRIESTLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. TELEPHONE: 22281-4. 22 BUCKINGHAM STREET, LONDON, W.C.2. 


TELEPHONE: BLA 3851. 
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> An enjarcement of a Rubens sketch - eae from a 
MARCUS PORCIUS CATO (the Elder) medal ) in the British Museum, 
Cato, Roman Statesman (234—149 B.C.), was by modern standards more than severe. 
But by the austerity of his principles he came to be regarded as the exemplar of integrity. PAPER AND PACKAGING 


I ntegrity implies a positive ethical pattern that Re Ee d 


is always consistent no matter in what light or 


’ ‘ . ae, Pd 
in what circumstances it may be seen. pian +09 Plmadilies Sa = 
ea ffice ? , ndon, . 


ALBERT E. REED & CO. LTD. Aylesford Mill:, Tovil Mills and Bridge Mills, Maidstone 

THE LONDON PAPER MILLS CO. LTD + EMPIRE PAPER MILLS LTD THE SUN PAPER MILL CO. LTD , REED CORRUGATED CASES LTD 

MEDWAY PAPER SACKS LTD * BROOKGATE INDUSTRIES LTD * HOLOPLAST LTD REED FLONG LTD * POWELL LANE MANUFACTURING CO. LTD 
£. ®@ FREEMAN & WESCOTT LTD ° REED PAPER SALES LTD 
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PHYLLIS 


DIGBY MORTON 


appointed Beauty Editor-in-Chief 
to the 


WOMAN’S OWN 


GROUP 


Nea Digby Morton has joined George Newnes Ltd. 
and will edit the beauty sections of Woman’s Own, Home Notes, and 
Modern Woman. 


Phyllis Digby Morton is internationally known as a 
leading expert on beauty and fashion and was named this year in the U.S.A. 
as one of the world’s best - dressed women. She is known to Fleet Street as a 
brilliant woman’s journalist and has achieved great success as a radio and 
television personality. 


Advertisers will be the first to appreciate the important 
influence Mrs. Digby Morton will exercise on the national women’s market 
through the beauty columns of these publications. 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER 
HOUSE, SOUTHAMPTON STREET, LONDON, W.C2 - TEMPLE BAR 4363 (40 LINES) 
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mo be successful public rela- 

tions must go into every 
nook and corner of an organi- 
sation. Each phase of opera- 
tion, from initial planning to 
the successful use of a product 
or service, is involved. 

The caretaker who looks after 
your building probably contacts 
more people each day than you 
de. He can be a messenger of 
understanding and create good- 
will in the minds of people you 
may never see. The information 
he has of your organisation and 
his opinion of your operation can 
be most important. The manner 
in which the rest rooms of an 
office, plant or recreation room 
are maintained influences the 
opinion of many people. These 
are duties falling under the head 
of public relations. They are 
important if people are to think 
well of your group or organisa- 
tion. 

Communications are an im- 
portant public relations activity. 
They are basically of two types— 
internal and external. 


Report on developments 


The internal communication 
system keeps the members of a 
group informed. The external 
system tells the public about the 
group. Such systems may be 
very simple. A meat firm with 
two employees will have little 
difficulty in keeping their em- 
ployees abreast of all current 


PUBLIC RELATIONS 


Public relations results from what 
you do—and the good deeds 


must be publicised 


Information services—the 
keys to effective PR 


By ROY J. LEFFINGWELL, 


public relations department, 
Hawaiian Sugar Planters’ Association 


developments and most of the 
operations can be viewed by the 
employees. A few verbal state- 
ments by the owner as to the 
financial condition of the busi- 
ness will probably suffice. 

The external communications 
may be successfully carried out 
by word-of-mouth contact with 
customers, suppliers and neigh- 
bours. At most, limited use of 
other media will complete the 
external communication job ; but 
a corporation with employees in 
many parts of the world and 
millions of customers has an 
entirely different problem. A 
complex communication system 
will be required to do the job as 


effectively as the meat firm 
achieved by word-of-mouth com- 
munication. 

The most effective communica- 
tions are two-way. They carry 
messages to employees or other 
groups of the public and transmit 
messages from these groups back 
to the organisation. Few people 
like to be “told,” but most like 
to discuss matters. Word-of- 
mouth communication is the 
most effective two-way medium 
and efforts have been made to 
devise two-way communication 
with other media. Letters to the 
editor, which are published in 
most newspapers, and question 
and answer columns and “sug- 
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gestion boxes” in employee 
establishments and publications 


represent some of them. 

If the policies and practices 
of an organisation are in the 
best interest of employees, cus- 
tomers, and the many other 
groups of the general public, it 
is vital that this fact be made 
clear. Competition for the 
attention of people is too keen 
to-day to think that your good 
deeds will be known unless you 
tell them. This must be tact- 
fully done and in good taste, 


deeds. Both must have public 

attention if they are successful. 

Public relations is a vitally 
important consideration in every 
policy and practice adopted by a 
group or organisation ; but public 
relations implications must be 
weighed by top executives in 
conjunction with other manage- 
ment factors. Few policy deci- 
sions can be made solely on the 
basis of actions which will 
generate public understanding 
and acceptance. 

Under the free competitive 
economic system, business activi- 
ties must make a profit or pass 
out of existence. Doing good 
cannot be carried to the point 
where the outgoings become 

eater than the income. Sales, 

mancing, production and other 
vital factors must be considered 
by every executive and there are 


@ Continued on page 26 


Motivation research 
number | 
=~. No 6 now out 
Graeme Cranch 

Marghanita Laski Advertising—a part of our lives 
Cut out and post today Harry Henry How does motivation research work ? 


Colin McIver How motivation research fits into the agency operation 
David Ogilvy The image and the brand 

René Elvin The Daily Mail 

Paul Reilly The Design Centre 

‘Technicus’ Techntcal advertising in Europe 


Please enter my subscription 
for the next four issues to 
Advertising Review. 


4 issues £1. Single copy 5/6 


Pictorial review of lan Bradbery and Hans Namuth, famous 


DE ial 
New York photographer. Bowater Advertising. Robertson & Scott, 
~_ * Edinburgh, founded 1819, Britain’s second oldest agency. 
a 


fe International advertising : Brazil. 


ind Advertising Review 
New Address: 42 Russell Square, London W.C.1. Langham 8197 
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ot lest 
!Booo/buys aTV campaign 


buys 


30 


15-second spots 15- 
in 
F time 


Know your ABC.... MHC MUU 


TIME RATES 
CLASSIFICATION 30 Seconds 60 Seconds 15 Seconds 


PPROPRIATIONS, modest or large, get the same fair 

treatment on ABC Television. Whether invested in peak 
or off-peak times, every pound spent attracts approximately the 
same number of viewers, thanks to ABC’s balanced rate struc- 
ture. Television advertising is no longer a medium reserved for 
larger budgets. Now a small campaign can be conducted most 
effectively in a wide variety of ways with the ABC seven-grade 6 


schedule. This has been in full operation since March 31st, 1956. “_dédéddecceeeeceeeeeeeceeeeda 


timo oo wo > 


ONCENTRATION upon the Midlands and Northern week- 

end viewers provide the advertiser with a vast, off-duty 

ETTER RECEPTION will attract an ever-increasing audience, relaxed and ready to absorb his sales message at 

audience to the popular weekend programmes Hometown leisure. An audience made up of Midlands and Northern families, 

Saturday Night, I Love Lucy, Looking Glass, Robin Hood, each with friends and relations swelling their number. People in 

Sunday Night at the London Palladium and many other good humour; people with high purchasing power; watching 
entertaining features. ABC Television—and your product. q c 


Everybody’s home at the weekend watching ABC Television 


More information from: George A. Cooper, Advertisement Controller 
ABC Television Ltd., Pathe House, 133 Oxford St., W.1. Telephone: GERrard 7808 


Programme Contractors for Midlands and Northern Stations SATURDAYS & SUNDAYS 
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provide 
permanent pulling 


PUBLICITY 


The “Perfect Poster Stamp '’ ensures maximum pub- 
licity for your product at minimum cost. For a 
very small outlay you obtain 100% readership for 
your message from present and potential customers, 


thus giving you the best possible value for money. 
Please write for further details. 


* “ PERFECT POSTER STAMPS ” are printed on 
BUTTERFLY BRAND NON-CURLING 
GUMMED PAPER. 


PERFECTED le 


aa, HARRINGTON ROAD, LONDON S.W.7 
TELEPHONE: KNIGHTSBRIDGE 1987 
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The public interest—main 


aim of successful PR 


times when overriding circum- 
stances force factors of public 
relations to give way. Remem- 
ber, however, that to operate in 
the best public interest is not to 
be merely “a good fellow.” It 
is hard-headed good business. 
Therefore, no policy can safely 
be decided upon without giving 
full consideration to the best 
public interest. No action can be 
justified which results in a dis- 


service to the common good. 


The experience of a_ small 


| chemical company provides an 


illustration of decision-making in 
which the best public interest 
took second place. 


Effect of pollution 


A new company constructed a 
plant in a medium sized com- 
munity. The site was selected to 
take advantage of a nearby 
stream in order to dispose of 
chemical waste. As the stream 
became polluted, the fish and 
wildlife which drank the water 
died. 


Protests were made by the 
public and legislation was de- 
manded to halt the contamina- 
tion. 


At that time there was no other 
method of disposing of such 
waste economically. The alterna- 
tive was to stop operations — in 
other words financial ruin for 
the new company and loss of 
employment for a number of 
local people. 


The public relations responsi- 
bility of the company was fully 
weighed—but the decision was 
made to ignore the best imme- 
diate public interest and continue 
Operations, at the same time at- 
tempting to ward off restrictive 
legislation. 

The company officers recog- 
nised the short-range nature of 
the manceuvre. But at once they 
entered into co-operative research 
with other chemical plants to find 
a solution to the disposal pro- 
blem. 


The public was kept fully in- 
formed of the actions of the 
organisation to find such a 


Hardware 
mobile 


This six coloured 
mobile, designed 
by Jon Peaty for 
Polycell Products 
Ltd., is divided 
into three num- 
bered sections and 
pictorially displays 
the application of 
three products — 
Pelvedl, Polylina, 
and Polyfilla. 


solution, and an _ intensive 
public relations activity pro- 
gramme was launched to let 
people know what the plant 
meant to the community in 
terms of employment and local 
trade. As a consequence, the 
public temporarily accepted the 
undesirable conditions. 


The plain moral is that execu- 
tives must understand the import- 
ance of effective public informa- 
tion services in the success of any 
group or organisation. Without 
such motivation littl or no 
chance exists for the winning of 
public understanding and ap- 
proval. 


The primary responsibility for 
adopting policies and practices 
that are in the best public interest 
and specifically aimed at gaining 
public understanding and ap- 
proval must be assumed by 
executives. 


Secondary responsibility must 
be accepted by the employees 
(and, indeed, all connected with 
the organisation) for carrying out 
the policies and practices in such 
a manner as to win the widest 
public understanding and ap- 
proval. 


Full co-operation essential 


The classification of secondary 
responsibility does not imply that 
the job is of minor importance. 
Good public relations cannot be 
achieved without the co-operation 
of such people as the clerk, 
switchboard operator, van driver 
and caretaker. This activity is 
secondary only because operating 
policies and practices must first 
be such as to serve best the public 
interest. Otherwise all efforts to 
gain public approval by other 
members of the organisation will 
be futile. 

Public relations results from 
what you do. The things you 
say have weight only when they 
agree with the facts. 

Good public relations results 
from the tangible evidence that 
an organisation is contributing 
to what the people think is in 

@ Continued on page 30 
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GRANADA NORTHERN INDEX 


REPORTS THAT 


On Mondays 


in the Northern Region 


(FIRST TRANSMISSIONS) 


Sl7% of 


people 


with TV sets 


are at home 
between 7.30—9.30 p.m. 


1,800,000 watching TV’ 


Of the 3,000,000 people with TV sets in the primary area of 
the Northern Region (first transmissions) 81° are at home 
on Monday evenings. When the survey was conducted in 
February, before the Conversion Campaign began and three 
months before the opening of independent television, 1,800,000 
people in this area were watching TV between 7.30 and 9.30 
on Monday evenings. 


This is another of the many facts established for you by 
Granada Northern Index, a service based on a series of surveys 
which have been carried out to help advertisers spend their 


money to the best advantage. As further facts become avail- 
able the most important will be published here. 


ASK ALEX ANSON 


If there is anything you want to know about audience statis- 
tics, programmes, rates, discounts or guarantees, ask Alex 
Anson. He is Granada’s Advertising Director, and has all 
the information you need. Reach him in London at REGent 
8521. 


% An Attwood Statistics survey exclusive to Granada 


GRANADA TV NETWORK 


“SALES AND ADVERTISING DEPARTMENT * 


149, REGENT STREET, LONDON, W.1. REGENT 8521 
GRANADA HOUSE, WATER STREET, MANCHESTER, 3. 


DEANSGATE 7211 
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ATOMICS 's THE esta 


U.K. Atomic Energy Authority.* 

Atomic Energy Research Establishment.* 

The Production Engineering Research 
Association. 

The General Electric Co. 

Furness Withy & Co. Ltd. 

Costain-John Brown Ltd. 

Newton Chambers & Co. Ltd. 

The English Electric Co. Ltd.” 

Cc. & A. Parsons & Co. Ltd. 

The Nuclear Power Plant Co. Ltd 

The British Petroleum Co. Ltd. 

Bowaters Thames Paper Mills Ltd. S 

The British Electricity etc” 

The British Aluminium Co. Ltd 

The Chemical Society. \ 

The British Scientific Instrumen 


A. E. Reed & Co. Ltd. 
Cape Asbestos Co. Ltd 


The British Coal Utilisation Research- 
Association. 


The Brit. Food Mfg. Ind. Research an 
{ 


British Petroleum Co. Ltd. 
The Distillers Co. Ltd. 
Esso Development Co. Ltd. 
E.M.1. Electronics Ltd. 


SOME 
REGULAR 
SUBSCRIBERS 
T0 


ATOMICS 


Nihon Denki Kyokai, Japan. 

Junta de Energia Nuclear/Sr. Pascual, Spain. 

The British Colombia Electric Co. Ltd. 

Canadian Utilities Ltd. 

GustafWerners Institut for Kernkemi 

Dominion X-Ray and Radium La ratorfe 
New Zealand 

Canadian Bechtel Ltd. \ 

Union of Burma Applied Research Inst 

South Africa Council for Scientifi 


Asea Electric (New Zealand) L 

John Thompson Australia Pty. Ltd: 
Tokyo Electric Power Co. 

Ewbank & Partners, Jamaica. 
Aktiebolaget Atomenergi, Sweden. 
The General Electric Co. of India Ltd 
Instituto de Fisica y Quimica, Spain. 
Messrs. D. Drury & Co. Ltd., Transvaal. 
The Chubu Elec. Power Co. Inc., Japan. 
Institute of Physics, Yugoslavia. 
Defensa Civil de Chile, Chile. 
Companhia Gessy Industrial, Brazil. 
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Recent Contributors :- 


SIR JOHN COCKROFT, K.C.B., C.B.E., F.R.S., 

Director, Atomic Energy Research Establishment. 

SIR CHRISTOPHER HINTON, M.A., M.1.Mech.E.,F.R.S., 
Deputy Controller, Atomic Energy (Production), Risley. 
C. W. MILLER, M.Sc., F.inst.P., 

Research Dept., Metropolitan-Vickers Electrical Co. Ltd. 
DR. H. SELIGMAN, 

Atomic Energy Research Establishment. 

G. A. TRUESDALE, 

Water Pollution Research Laboratory. 

DR. B. L. GOODLET, 0.B.E., 

Atomic Energy Research Establishment. 

DR. A. ROBSON, 

Wool Industries Research Association. 

DR. E. HELLSTRAND, 

Swedish Atomic Energy Project. 

DR. J. V. JELLEY, 

Atomic Energy Research Establishment. 

J. W. J. FAY, Ph.D., D.LLC., 

Atomic Energy Research Establishment 

DR. A. V. CREWE, 

Nuclear Physics Research Laboratory, University of Liverpool. 
DR. C. S. SIMONS, 

Oak Ridge Inst. of Nuclear Studies, Tennessee. 

DR. G. MANOV, 

U.S. Atomic Energy Commission, Oak Ridge, Tennessee. 
DR. O. K. NEVILLE, 

Oak Ridge National Laboratory. 

DR. L. TORDAI, 

University of Durham. 

PROF, E. W. TITTERTON, 

Department Nuclear Physics, University of Canberra. 
> DR. DENIS TAYLOR, 
Atomic Energy Research Establishment, Harwell. 

DR. R. F. HUMPHREYS: 

Physics Research Dept., Armour Research Foundation, 
Illinois Inst. of Technology—Nuclear reactor project. 
K. W. BAGNALI, 

Atomic Energy Research Establishment, Harwell. 

C. G. BATES, A.M.I.N.A., M.inst.,W., A.M.1.Prod.E., 

Chief Engineer, Welding Supervision Ltd., London. 
DR. A. CHARLESBY, 

Atomic Energy Research Establishment. 


READ IN MORE THAN FIFTY COUNTRIES 


E. |. Du Pont de Nemours & Co., Georgia. 
Westinghouse Electric Corpn.,* Pittsburg. 
Oak Ridge National Laboratory, Oak Ridge. 
Naval Research Laboratory, Washington. 
Messrs. Manning, Maxwell & Moore Inc. Conn. 
Battelle Memorial Institute, Ohio. 
Geophysical Measurements Corp., Oklahoma. 
U.S. Atomic Energy Commission,* New York. 
Rocke International Corp., New York. 

Pan American Refinery Corp., Texas. 


* MULTIPLE SUBSCRIBERS. 


Every industrial country uses radioisotopes—all are interested in the possibilities 
of importing complete Nuclear Power Plants. Britain exports more isotopes than 
all other countries put together, and is the natural supplier of the specialised 
equipment necessary for the employment of radioactive materials. Export offers 
an expanding market which is already wholly covered by ATOMICS. 


a / EBTTORIAL COVERAGE OF EVERY , 
a : ECT OF NUCLEAR TECHNOLOGY. 
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APPLIED RADIATION AND NUCLEAR ENGINEERING 


the proven 
advertising medium 
for nuclear equipment 


ENGINEERING AND TECHNOLOGY 


ee 


Established 1949 April 1956 


Atomics is a loose-knit industry linked only by the technologist. Technologists have not 
come suddenly upon the scene—their research and development created the industry 
and will shape its future. 


It is the technologist who specifies and purchases all equipment for the practical 
applications of nuclear energy. 


Experience... For seven years ATOMICS has catered for the technologist. It has served the science 
and led in the practical applications of this new technology. 
The recognised authority of the industry, ATOMICS is influential and of proven 
pulling power. 


Coverage Eo ATOMICS is read throughout every organisation directly concerned with nuclear 
energy and the practical uses of radioactive materials. 


Circulation... Guarantees 100% coverage of the present U.K. market for nucleonic and nuclear 
engineering equipment. An export coverage of more than fifty countries. 


A PUBLICATION OF THE LEONARD HILL TECHNICAL GROUP 


Leonard Hill Limited, Stratford House, Eden Street, London, N.W.1. 
Telephone : EUSton 5911 


. > a ape —. Ps a =4 =) a ». 4 7 = Go - : | ae — ae’ ae 
i : £ 7 f 
sae ae ee 
en: Se ee 
ee Es ow ES 
oy eo . . — nfl . 50 ae | a> 7 
= i ie . : re ; ‘a 
~~ — oe i a eS ae a a 
rae — < hoe _ - . 7 > 
ee bia 2 
. a te; . ao 
_" : ons pike = 
{ = se ay 
my oie 
er, 
’ 
4 
’ 
, pe teas Ihe ns ia z oat oes 
a. < se 
0 s ——— 
| 
Sa  - ae  Y z ae 


ADVERTISER’S WEEKLY 


PR’s role in the defence 
of a free system 


their best interest. People respect 
a company or an institution when 
they feel it is performing a ser- 
vice which benefits them either 
directly or indirectly. 

For example, prices must be 
those the public consider fajr- 
but the public has little means of 
determining what is a fair price 
except on the basis of informa- 
tion given to them. Many people 
are unfortunately serving special 
interests by spreading misin- 
formation, For that reason alone 
groups and organisations have a 
fundamental responsibility to 
make available the true facts. 


Work of system 


Members of the public seldom 
express opposition to the inclu- 
sion of reasonable profit within 
the overall price. Yet the fact is 
that the public generally is very 
poorly informed about the work- 
ing of the free competitive system 
and the absolute necessity for 
profits. They are wide open to 
be misled by those with an 
ulterior motive in discrediting the 
system and an important element 
of public relations is to inform 
the public of the basic elements 
of its operation. 

Effective public relations 
requires friendly and courteous 


service. No less important are 
clean sanitary surroundings. And 
good public relations also calls 
for action. 

The group or organisation 
that departs from the beaten 
track and finds better ways to 
serve the public will be far 
ahead. Organisations which 
have developed new and 
easier methods of washing 
clothes, or a less expensive 
process, have profited both in 
good will and net returns. 
When the policies and practices 

of an organisation have been 
adopted which are deemed to be 
in the best public interest and 
actions have been taken which 
make this evident, it is time to 
communicate these facts to the 
public. No public relations effort 
can be wholly successful unless 
good policies, practices and deeds 
are told. And the process of 
communication may require only 
a word-of-mouth type of 
exchange of the facts. But it may 
call for the employment of all 
types of media. Everything 
depends on the size of the groups 
to be located and contacted. 


This concludes the article be- 
gun in ADVERTISER’S WEEKLY, 
April 13, page 24. 


Iced drink 


from the 


robot 


OW appearing on London’s 

Underground stations for 
the first time are automatic vend- 
ing machines offering iced soft 
drinks in a choice of three 
flavours. 
For sixpence, a paper cup of 
the soft drink selected is de- 
livered. The cups are filled inside 
the cabinet and are carried for- 
ward to the customer after filling, 
so that complete hygiene is 
ensured. Each vendor holds 
approximately 900 paper cups, a 
special container for concentrate, 
and can either be fitted with a 
20-gallon water tank or connected 
direct to the mains if the water 
supply is readily available. The 
machine can be operated at the 
rate of nine drinks a minute at 
busy times. A bin alongside is 
provided for the empty cups. 


Checking the coins 

The drinks are served properly 
chilled by means of a } hp re- 
frigeration unit, and the coin 
selector of the vendor has been 
specially designed to check each 
coin inserted and to reject any 
which are spurious. 

The automatic 


vendors are 


MM 1¢ 
OS 


BALLOONS 


WILL 
LIFT 


YOUR 
SALES 


t 


NY/ 


SALES CHYART ! 
- 


Telephone: 


LIB. 6281 (6 lines) 


of soaring 
Balloons. 


Aprit 20, 1956 


As many as 900 paper cups are 
held by the vendor—which carries 
an advertisement. 


manufactured by Peerless Auto- 
matic Dispensers Ltd., and those 
now in operation and in process 
of installation offer the soft 
drinks of Idris Ltd. The machines 
are attractively finished and carry 
an Idris advertisement on the 
prominent front panel. 


A soaring sales chart 
is the natural 


reflection 
* GARTEX "’ 
This medium, so 


trifling in cost, gives such 
pleasure that it has a unique 
talent for influencing people 
and winning friends. 
course you will 
Balloons are 


Of 
see the 
“ GARTEX "’ 


for long life, good colour 
and clean overprinting. 


YOUNG & FOGG RUBBER CO. LTD.., 
Wimbledon, London, S.W.19. 


Cables: 
Rubbadip, Wimble, London. 
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eis R. Ors t 
1% ce 


= Trapinex point-of-sale displays are 
eaaiel cleverly constructed for pleasing 
Fn AN presentation and strong sales appeal, 
from original designs produced by 
whe our unique team of artists and 
: designers. 
Modern methods of reproduction 
and construction are used to give 


a complete service of which we are 
justly proud. 


Ring or Write today: 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone: BRixton 2057 (4 lines) 


COUNTER DISPLAYS - WINDOW DISPLAYS 


SHOWCARDS - TUBE CARDS - POSTERS - ETC. 
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We did well to choose Samson Clark ... 


. . another good year—looking 
forward to increased demand for all 
our products — most successful 
advertising campaign. 


... first rate presentation 
certainly helped to increase our 
home and export trade. 


. media recommendations proved 
they really knew the market. 


For more than 25 years Samson Clark have acted for many of their most 
important clients. Yet, significantly, they have been appointed by several 
young and progressive companies. To every client they offer the experience 
gained during nearly 60 years asa leading London agency with the advantage 
of up-to-the minute ideas of a young and enthusiastic staff. Whether your 
advertising calls for a modest expenditure, or a national campaign 
embracing press, public relations, marketing and television, you can rely 


on the Samson Clark organisation with the utmost confidence. 


SAMSON CLARK ADVERTISING 


INCORPORATED PRACTITIONERS IN ADVERTISING 


57-61 MORTIMER STREET, LONDON, W.1. Telephone : MUSeum 5050 


Financial Advertising Division: 39 KING STREET, CHEAPSIDE, LONDON, E.C.2. Telephones MONarch 1233 
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TRIPLE 


\ three-years-old advertising agency had 
a triple success in this year’s Layton 
Awards. Dolan Davis Whitcombe & 
Stewart Ltd. won the Layton Trophy for 
the best black and white advertisement 
produced and published in this country 
during 1955, another cup for the out- 
standing black and white engineering 
advertisement and first award for colour 
in the same section. 
The advertisement of the year was a half- 
page for the British Trawlers Federation. 
Patrick Dolan, head of the winning 
agency, regards the award as a tribute to 
the series of advertisements which has 
been running for the Federation. 
He says: “ These are no * institutional * 
ads in the ordinary sense of the word, but 
rather a new strain of politico-educational 
ads with a bite in them. We strive to keep 
the series topical and hard-hitting and we 
vary the sizes, using half-pages or full 
pages as the occasion demands. Some of 
them are full of copy ; others rely on lay- 
out and art. They have attained a very 
high readership and have proved that 
good ads with long copy will be read. 
“ We think they have set a new pattern in 
that a big industry has shown itself ready 
to state its case forcefully to the public, 
without a shred of timidity or the usual 
“don’t let’s offend anyone * approach.” 
The main consideration was 
directed to the graphic arts employed by 
advertisers and their agents and their 
relationships to the subjects advertised. 
This year, the second of the competition 
the object of which is to promote and 
encourage the improvement of 
advertising techniques—they also judged 
but 


judges” 


press 


colour advertisements, separately 
under the same headings. 

The groups were: A-—Food, drink, to- 
bacco and confectionery ; B-Clothing. 
footwear, textiles and house furnishings ; 
+ Soaps, detergents, cosmetics, per- 
fumery, toilet articles, branded medicines 
and drugs ; D-Engineering products, in- 
cluding transport and passenger vehicles, 
aircraftand accessories, mechanical house- 
hold appliances, petrol and oil ; E~Bank- 
ing, insurance, travel, any 

services not designated above. 


goods or 


SUCCESS FOR YOUNG 


There were 1,200 entries for the com- 
petition-nearly 500 more than last year. 
Sixty-two agents submitted entries com- 
pared with forty-seven. 

Winners of the various awards were : 
Layton Trophy: British Trawlers Federa- 
tion ; agent: Dolan Davis Whitcombe & 
Stewart Ltd. 


Cup Winners : Black & White Section. 


Group A-The Cheese Bureau ; agent: 
The J. Walter Thompson Co. Ltd. 
Group B—Terylene Polyester Fibre (iC1); 
agent: Mather & Crowther Ltd. 

Group C-Richard Hudnut Egg Shampoo; 
agent: Armstrong-Warden Ltd. 

Group D — Brush Group (Electrical) ; 
agent: Dolan Davis Whitcombe & 
Stewart Ltd. 

Group E — Fisons (fertiliser) ; 


agent: 
Mather & Crowther Ltd. 


Colour Sections 


Colour Cup for the outstanding colour 
entry: Parlophone; agent: McCann- 
Erickson Advertising Ltd. 

Group A-Guinness ; agent : 5. H. Benson 
Ltd. 

(,roup B Kayser Bondor — stockings ; 
agent: Erwin Wasey & Co. Ltd. 

Group D-Armstrong-W hitworth Guided 
Missiles ; agent : Dolan Davis W hiteombe 
& Stewart Ltd. 

Group E — Fisons (fertiliser) ; 
Mather & Crowther Ltd. 

The judges made no award in Group C 
(soaps, detergents, cosmetics, perfumery, 
toilet articles, generally and branded 
medicines and drugs). They decided that 
the entries were sub-standard. 

An exhibition of all entries will be opened 
by Lord Luke, president of the Adver- 
tising Association at 11.30 a.m. next 
Tuesday at 45, Park Lane, W.1. It will 
remain open to advertisers and their 
agents and staffs until 9 p.m. that day and 
on Wednesday and will close at 6 p.m. 
on Thursday. 

The awards will be presented at a 
luncheon to be held at the Dorchester 
Hotel following the opening ceremony 
on Tuesday, The presentations will be 


agent : 


ADVERTISER'S WEEKLY 


AGENCY 


made by Mrs. E. Noel Layton, wife of the 
president of C. & E. Layton Ltd. and 
herself a director of the company. 
Tickets for the opening ceremony will be 
restricted to invited guests, but tickets 
for the general hours of the exhibition 
may be obtained from E. J. Smith, 
C. & E. Layton Ltd., Standard House, 
56, Farringdon Street, London, E.C.4. 


THE JUDGES 
W. A. Cathles, Editor of Advertiser's 


Weekly; Jesse Collins, nominated by 
The Council of Industrial Design; Milner 
Gray. nominated by The Advertising 
Creative Circle ; Lynton Lambe, nomi- 
nated by the Society of Industrial Artists; 
T. G. Moore, nominated by the News- 
paper Society; J. B. Nicholas, nomi- 
nated by the Institute of Practitioners in 
Advertising; Owen H. Waller, nomi- 
nated by the Society of Typographic De- 
signers ; Mrs. Beatrice Warde, nominated 
by the Monotype Corporation Ltd. ; and 
W. W. Weal, Editor of World’s Press 
Vews. 

Honorary Secretary to the panel : 
Knight. 


P. H. 


The Layton Annual Trophy 
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Restrictive Practices 


in Fish...Nonsense / 


Anyone who tells you that Britain's Distant Water trawling industry 
is a monopoly is talking through his hat. Pure, undiluted bunk! 
Anyone can buy a trawler and go fishing - if he’s got the cash (but 
remember, it's a dangerous and risky business). YOU, anyone can 
buy fish from any ship at the dockside tomorrow. You'll have to 
get up early though, because the public auction starts around 7.30 im 
the morning. 

Restrictions or bans on foreign landings are nonsense, too. Did you 
know that any foreign trawler, except an Icelander, can and does land 
her catch in any British fishing port. But it’s virtually impossible to land 
our fish at foreign ports. Believe me, plenty of foreigners are landing 

fish in England now - Danish, Faroese, Dutch, Belgian, German and Norwegian. Last year foreigners landed || million cwts. 
of fish at our three big ports for £5,880,835 - nearly one-third of the value of the total landed by our own Distant Water Fleet 
Why no Icelanders? Well, that's another story as the mermaid said to the sailor, We are not frightened of competition 

High quality foreign fish sold at competitive prices keeps us on our toes. We are ready to back the skill and daring of our 
Own trawler captains and crews against those of any other country 


You find small firms as weil as big ones in this industry. A really big firm may own as many as twenty distant water trawlers - 


and there are owner-skippers with just one or two. 

It makes me boiling mad when | hear charges bandied about by ignorant or malicious folk that we are a closed shop, a 
monopoly, full of restrictive practices. Certainly we have a minimum price for our fish and why not? Our minimum price is 
below the cost of production but the Government's own Herring Industry Board also fixes munimum prices for fresh Herrings 
and in their case the minimum price is higher than the cost of production. What's good enough for Herrings should certainly 
be good enough for King Cod. Distant Water trawling is a dangerous business. More dangerous than coal mining. In the 
jast 15 months we lost 8 ships and 94 men. We try to bring back the fresh fish that the housewife wants and we are proud of 
our record for keeping the price of fish down below all other first-class protein foods. It's the cheapest of the lot. It's the 
best bargain any housewife can find and this is due to a combination of hard work, free enterprise and open competition 


BRITISH TRAWLERS 


Hull, Grimsby Fleetwood 


THE BRITISH TRAWLER FEDERATION 


LAYTON AWARDS 


Advertiser: THE BRITISH TRAWLERS FEDERATION 


Agent: DOLAN DAVIS WHIT( OMBE & STEWART LTD 


APRIL 20, 1956 


Winner of the Layton Trophy 


’ 
ee ii PC 
ea : 
cb. ) 
B a ae bes 
a gi hie. Ag 2 
j > gl 
> ‘ 4 Pra rat ; ‘See aa a . i - 
e : 44 (e f 4 My 3 ™ ae “ i pA . 
es Oe i tag 
4 aaa hi! ag Maes 7 or 
4 = ‘ : ee ae it og —?# >, . 
ia ae: wh] 3 gs ” — : : 
OP ee aay ee - ‘ ‘Sa 
¢ 7 se - ~ NS 
e p % — Z . 
cog A zs ; oe kN ; 
. he ‘ ‘ ; . J 1 : e 
AY - ¥ a Fy oe _ 
q uf a ey \ , s 4 
at hae < > - «2 a ~ > 
ay . 7 ” 
fe | . - ‘ i 
ser “a 
a LY t 
op . f 
rete ; rt 
Te 7 . 
tae ¥ * . j 
ae y n . Fr § : 
= * a . 7 i _. = 
ag 4 ~_ —S— 
om ie . a@ of, 
; eg we : “ . a 
a ee Li, " a» * _ 
= ee . ay PY 
hg : : i : a b 
- . : AS > < 4 
chu y= - o 2. J Q s 
7 y ) 3 7 =. 4 by . 
= a : , : ~ a 2 ~ 
oe i, BE. 5 a 
fie we 
aig aa 
as 
ce 
oe 
ieee: 
ee 
ee 
Bs 
ae. 
or | 
we 
ann 
ca? a 
Pr 
a = 
ia a or BY aa in a ae 
‘—aee Kaa eee 


APRIL 20, 1956 


ON A SCINTILLATING NEW ip 
é * 
“A Paris” 
sous le ciel de 
Louls FERRARI! ET SON ORCHESTRe 
A Paris 


YVES MONTAND 


Ronde @’Amours Oubliég, 


DANY DAUBERSON 


Grands Boulevards 


YVES MONTAND 
La ronde de l'amour 
TONY MURENA ET SON ENSEMBLE 
Make it soon 
(Le Lewp, Le Biche ot Le C ) 
LOUIS FERRARI ET SON ORCHESTRE 
Mais qu’est-ce que j'ai? 
YVES MONTAND 
Les Halles de Paris 
DANY DAUBERSON 
Les Feuilles Mortes 
YVES MONTAND 


Jolie pluie a’Eté 


TONY MURENA ET SON QUINTETTE 


a 


ADVERTISER'S WEEKLY 


Winner of the Colour Cup 


Advertiser: THE PARLOPHONE COMPANY LTD 


Agent: MCCANN ERICKSON ADVERTISING LTD 
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i 


LAYSER 


eer nt ce Se 


This is nothing like a GUINNESS 


THERE IS NOTHING LIKE A GUINNESS 


(“prcintly whim cledrating a Jubilee) 


LAYTON AWARDS Winners of Group Awards for Colour Advertisements 


Group A: FOOD, DRINK, TOBACCO AND CONFECTIONERY Group B: CLOTHING, FOOTWEAR, TEXTILES AND 
Advertiser: ARTHUR GUINNESS SON & COMPANY LTD HOUSE FURNISHINGS Advertiser: KAYSER BONDOR LTD 


Agent: $8. H. BENSON LTD Agent: ERWIN WASEY & COMPANY LTD 
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Armstrong Whitworth 
Pioneer in 
Guided Missiles 


eA a 
| Att 
Q =) 
> 
a 
& 
f 
a Ww ARMCTEON WHITWORTH AIRCRAFT LTO 


MEMBER OF THE HAWKER SIDDELEY GROUP é 


Group D; ENGINEERING PRODUCTS Group E : BANKING, INSURANCE, TRAVEL AND 
Advertiser: SIR W. G. ARMSTRONG WHITWORTH AIRCRAFT LTD MISCELLANEOUS ADVERTISING {dvertiser: FISONS LTD 


Agent: DOLAN DAVIS WHITCOMBE & STEWART LTD Agent: MATHER & CROWTHER LTD 
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t% Cheese is one of the best body-building foods 
you can buy. It actually contains more concen- 
trated body-building protein than almost any 
other food ' 

te Cheese is the ideal food for growing children. 

About cight pints of milk go to make every 

pound of cheese 

Cheese is a valuable food for elderly people, 

who need plenty of body-building protein and 

calcium to maimtaim them in good health. 

% Cheese is one of the most readily and com- 
pletely digested of all foods. 


s 


HEESE is such a familiar favourite on our 

tables, simply because of the pleasure we have 
in eating it, that it's difficult to look at it afresh and 
discover its remarkable value as a food. 

Did you know that cheese is one of the most 
nutritious foods there is? Every ounce of cheese 
contains nearly twice the amount of body-burlding 
protem contained in the same amount of meat 

Cheese — so easy to serve, and so delicious to 
cat— 1s a meal in iiself 1 can well be the “main™ 
part of your mid-day or evening meal 


F or children, cheese provides most of the valuable 
i form. Cheese s 
invaluable for old people, too who need plenty 
of protem and calcrum in their diet 


Autnents of milk, in concentra 


Use cheese in any way you like — for an easy, 
fireside supper gy finish to the meal, or for 
delicious cooked dishes But always remember, 


when you're scanning your housckeeping budget, 
how much cheese has to give you, so very in- 
expensively 

A prece of freshly cut Cheddar may well be your 


first chowe Be turesome, a 


jook at the many 
other temo heeses available now too! 


Chense and Bacon Toast — t's geod! 
/ off. o 


Toast slices of bread. crusts trim nome vide 
only. Cover wnt le with thickly shced cheese. 
Lay @ half toma pecied) fla n cach slice 


bacon. partially cookedy and grill lightly ell cheese 
begins to melt (Green pepper and onion optwnal ) 


LAYTON AWARDS Winners of Group Awards 


Group A: FOOD, DRINK, TOBACCO AND CONFECTIONERY 
{dvertiser: CHEESE BUREAL 


feent: J. WALTER THOMPSON COMPANY LTD 
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‘Terylene’ talks fa wonderful I 


socks and ties 


“Terylene’ might have been made for 
socks and ues 

Take 100", ‘Terylene’ socks. They're 
warm, comfortable, and immensely 
hard-wearing. But, more than that, they 
fo 00 showing these verues month Richard Hudnut 
after month. Wear them daily, they rarely 
need darning Wash them often, they . 
Stay im shape, they never feel ‘felty’, sham poo w it h egg 
they never shrink 

A ‘Terylene’ tie is resilient. It keeps 
tts umpeccable shape even when it's washed 
And though it looks (and feels) the sort 
of ue you would buy were moncy no 


object, it will cost you surprisingly little 


es, 
“TERYLENE’ ) It'« the egg that makes the difference 


; It nourishes, revitalises. discovers 
Polyester | ibre 


all the shining beauty of your hair 
making it lustrous, healthy. silky and Generous Sachet 9d. 
blissfully clean Economy Flask 3/11d. 


IMPERIAL CHEMICAL INDUSTRIES LIMITED, LONDON, S$ Wiis 
“ 


Group B: CLOTHING, FOOTWEAR, TEXTILES AND Group ¢ 2 SOAPS, DETERGENTS, COSMETICS, PERFUMERY 
HOUSE FURNISHINGS {dvertiser: TERYLENE POLYESTER FIBRE TOILET ARTICLES, BRANDED MEDICINES AND DRUGS 
(IMPERIAL CHEMICAL INDUSTRIES LTD) idvertiser: RICHARD HUDNUT LTD 


igent: MATHER & CROWTHER LTD {gency : ARMSTRONG-WARDEN LTD 
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Group D: ENGINEERING PRODUCTS 


The Day | ‘ a ¢ 4 Ki : q idvertiser: THE BRUSH GROUP LIMITED 
ss ae Aq % “= igent: DOLAN DAVIS WHITCOMBE & 
the Light came... 


STEWART LTD, 


Amine will never forget the day the 
J Arb port on the Persae 


‘ 
ceaned & dons oo w pouible, SS 


~Brush Group-- WORLD’S LEADING POWER I 


Are you in 


Clover? 


Group E : BANKING, INSURANCE, 
TRAVEL AND MISCELLANEOUS 
ADVERTISING 

idvertiser: FISONS LTD 


{gent: MATHER & CROWTHER LTD 
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DUBLIN NEWSLETTER 


From Edward F. MacSweeney 


Import duty may send up 


periodical circulations 


O far the “squeeze” on 
spending, introduced by 
Minister for Finance Gerard 
Sweetman in mid-March by 
raising imports duties by 
amounts varying between 25 
per cent and 374 per cent and 
curbing hire-purchase opera- 
tions, has not been reflected to 
any great extent in the volume 
of newspaper advertising. 

Some reduction, however, is to 
be expected during the coming 
months—and newspapers, which 
now face an anti-squeeze duty of 
an additional five per cent on 
newsprint, are likely to be faced 
with falling revenue. Periodical 
publishers, however, may find 
some compensation in the fact 
that prices of imported periodi- 
cals have been raised by the 
import duty and this may enable 
them to pick up some extra 
circulation. 

Brisk rivalry between W. D. 
& H. O. Wills with their recently 
introduced “Bristol” cigarette 
and P. J. Carroll & Co., Ltd., of 
Dundalk, with “Sweet Afton” has 
made itself apparent in newspaper 
advertising columns with Carroll's 
(agents, McConnell’s Advertising 
Service) taking large spaces in 
competition with Wills (agents, 
O’Kennedy-Brindley Ltd.), whose 
approach is based on the eight- 
inch d.c. Wills also introduced 
their “Puffin’ Billy” road exhibit 
to Ireland recently to advertise 
“Woodbine” cigarettes , this took 
part in the St. Patrick’s Day 
industrial parade in Dublin and is 
now touring other centres. 


Parade of industry 


The Industrial Parade, planned 
by the National Agricultural and 
Industrial Development Associa- 
tion, brought nearly 300 vehicles 
and displays on review before 
Minister for Industry and Com- 
merce William Norton. Once 
again the levels of participation 
varied from. the intelligently 
planned, attractive display of the 
enthusiastic participator who saw 
in this annual parade a worth- 
while medium of advertising. 
down to the purely formal entry 
of vans just because there might 
be adverse comment if the firm 
had not some representation in 
the parade. 

The organisers have paid a 
great deal of attention to the size 
of the parades in the past (one 


firm had over a dozen vehicles 
in, which seemed too many) and 
the question has now to be con- 
sidered whether quantity should 
not be sacrificed for quality in 
the future and mere token repre- 
sentation avoided. 


Campaign through post 


A direct mail approach 
people of Irish descent in New 
York, Boston, Philadelphia and 
Washington to promote the sales 
of Irish whiskey has been under- 
taken by Irish Distillers Ltd., 
who have begun the posting of 
100,000 cards. Each carries the 
clan crest of the addressee. 


This is the first major direct 


to | 


33 


mail effort in the Irish market, | 
although some smaller cam- | 


paigns have been carried out 
for other goods and there is a 
steady mail order business now 
being carried on through 


Shannon Aijrport’s duty-free 
Shopping Centre. 
The Irish Jewellers’ Associa- 


tion, at its recent annual meet- 
ing, complained of continued 
exaggerated claims and what the 
chairman (J. P. McCutcheon) 
characterised as “offensive adver- 
tising” made in some jewellery 


advertising ; he said that jewel- | 
lers would be well advised to seek | 


a remedy and also commented 
that the principal work of the 
Association during the past year 


was a publicity campaign in co- | 


operation with the Federation of 
Swiss Watchmakers. 


The Advertising-Press Club is | 


continuing its policy of arrang- 


ing inter-society debates and has | 


scheduled one for this month 


with the Public Relations Insti- | 


tute of Ireland on the value of 
public relations which, since 
there is a slight amount of dual 
membership in the organisations, 
should arouse a high degree of 
interest. 
more rarefied atmosphere the 
Publicity Club of Ireland recently 
heard a lecture from an accoun- 
tant, Edmond A. Grace, on 
“Publicity and Prices.” 
Honorary secretary of the 
Advertising Benevolent Society 
of Ireland, Denis J. Garvey, has 
launched a direct mail appeal to 
all members of advertising and 
publicity organisations in Ireland 
to join the Society which is 
currently engaged on a new fund- 
raising drive as it enters its 
second year of active life. 


Moving in a slightly | 


@ 
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CANS and 
CAN-CANS... 


Men who make and mould in metal also make 
love, bring up families and enjoy seeing girls 
doing the can-can. The “‘can makers” are really 
very human! Yet, when advertising is directed 
to engineers it so frequently seems to be the 
signal to be dull, out-of-date and boring. 

If you are a Director of an Engineering 
Company interested in making your advertising 
do a big job, in shouting instead of 
whispering, stimulating instead of boring, who 
realises the necessity for eye-appeal, and is 
prepared to enlist an Advertising Agency who 
will tackle the problem with courage, 

then we would @ like to meet you. 

We have @@64 caught your eye. You have 
read this Gay advertisement and it 
i has done the job we 
intended. It has 
shown you what the 

Tibbenham Touch 

means in 
advertising. 


xK if you are interested write 
your name and address in 
the margin, tear out this 
advertisement and post to 
us today. 


TIBBENHAM PUBLICITY LTD., 
244 High Holborn, London, W.C.1. Phone: HOLborn 8074 (4 lines) 


WILLSMORE & TIBBENHAM LTD., 


Freeman House, London St., Norwich, Phone: Norwich 23277 
14-15 Lloyds Chambers, Ipswich. Phone: Ipswich 51435 
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DESIGN UNIT 


Buland Publishing Company announces 
tnat the design unit under the direction of the Editor and 
Art Editor of impact is available for the production 
o! magazines and brochures. Interested companies are invited to contact 


the General Manager at 1 Olé Burlington Street wi 


a qroup of nine 
influential al 


A.B.C. NET SALES 


120.911 


Associated Kent Newspapers Ltd. 
LONDON: E.W. PLAYER LTD., 30, FLEET ST., E.C4. 


Mechanieal World 


AND ENCINEERINGC RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely read engineering 
journal, published monthly, is an 
essential for every technical advertiser. 
Send for free specimen copy 
and rate card... 
EMMOTT & CO. LTD., 3! KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
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| but the 


| artist's 
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COMMERCIAL ARTISTS’ PORTFOLIO 


F. Stocks 
May 


HIS artist has worked for 

most of the weekly papers 
and has designed posters and 
worked for many of the 
printers — particularly Henry 
Hildesley Ltd.—as well as for 
a number of advertising 
agencies — including Craw- 
ford’s, London Press Exchange 
and Erwin Wasey’s. 

He has also designed many inn 
signs and that perhaps gives a 
clue to his hobbies: beer, horse 
riding, swimming . and at one 
time, sailing. 

And he has moved about. 

At one time he studied at the 
Academie de Beaux Arts. 
Antwerp. Later, he lived in 
Bavaria and France and apart 
from this country his work has 
appeared in the United States. 
Germany, Switzerland, Luxem- 


| bourg, France. and Belgium. 


Name problem 


At first he was _ signing 


| himself Fred May when another 
| Fred May started. 
| both appearing in the same 


“We were 


papers and this caused some con- 
fusion.” he has related, adding 
that “in a friendly meeting | 
agreed to sign myself F. S. May. 
confusion continued. 
Comyns Beaumont, then editor 
of the Bystander, suggested | 
signed myself F. Stocks May, and 


| | have used this signature ever 
| since.” 


He prefers Munnings to 
Picasso: “Most people do but it 
is very dreadful to admit it. 1 
like good drawing and I wish 
mine was better. 

“I wish some genius would 
produce a really English journal 
or magazine. One with illustra- 


This scene demonstrates the 
power to capture a 


dramatic moment. 


° oe 0 he ‘ 
beller, thé plot i on call right roand thr cle? 

a clear brain. a steady eve through Bours thoy ar: 
mde. when the time cOmES tO ture 
% up of Bournvita to belp 
wwg deep bt cocde—he ort. of 


et pe wegh) these irenuous days 


BOURN-VITA 


ovtia <fFor £ tate Outopey 4 


haps Ube: ay 


The Bourn-Vita advertisement 
illustration shown here was by 
F. Stocks May. 


tions that were not all exactly 
alike. The only difference 
between one journal and another 
is the name on the front. How- 
ever, they sell, and so I suppose 
that is all that matters.” 


Study by F. Stocks May who is 
now with Vale Studios Ltd. 
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TOBACCONIST 


Every single signplate 
=m guaranteed for 


\" The Cowling 
-| Guarantee 


Every Cowling sign is guar- 
anteed for 3 years against 


FADING = 
CHALKING Cowl Ing 


DISCOLOURATION | of Charlton 


or DETERIORATION make more outdoor signs than any similar organisation. 


unless caused by mechanical 
N. L. COWLING (CHARLTON) LTD., 
ARMSTRONG GARDENS, WOOLWICH ROAD, 
LONDON, S.E.7_ Telephone : Greenwich 0051/2/3 


x — ve - mS ; _ il 
eee 
“0% _COWLING 
‘(@) BIG NAME 
(sual) A 
, "7 od - 
, ee —e Sam : 4 
gry | | SENIOR 
. tc. THE HOP LEAs * me Sattify 
foe | ~6|CUSIGNS 
SSIMONDS & 
ee | 3 years 
5 INDIA | 
: ‘eS oe, 


ADVERTISER'S WEEKLY 


Review of Poster Advertising 


Pointing out that fact fights fantasy 
for film poster space, Stuart Lewis 


suggests that 


More information is 
badly wanted 


Mest of the posters we see 
from day to day are con- 
cerned with selling specific, 
concrete products: things to 
eat and drink, things to make 
us more beautiful, healthy, 
prosperous and generally more 
desirable. Even those which 
sell abstract ideas, such as 
saving money and _ insuring 
lives, lose no time in stressing 
the solid, material benefits 
which are to come. 

Film posters are different in 
that they sell vicarious benefits 
and wishful pleasures. After all. 
Marilyn Monroe is not for eating 
and the mere sight of Burt Lan- 
caster’s biceps cannot win for us 
the girl of our dreams, 

Filmgoers—with comparatively 


few exceptions—seek no more 
than light entertainment, a good 
cry, or the creeps: in a word, 
escape. Some film posters are 
so skilfully escapist in their 
approach and presentation that 
they almost completely disregard 
the character and content of the 
films they advertise. 

Indeed, if there is any 
criticism of film posters as a 
whole, it is their capricious or 
calculated holding 
information which the public 
want. Critics in the national 
press usually give an account 
of what the latest films are like 
and newspaper advertisements 
are often quite informative. 
Film posters, on the other 
hand, are often quite inade- 
quate, 

Take for instance one of the 


Above: a_ stern 
woman with an 
unthinkable —arm- 
band plays a pro- 
minent part in the 
poster publicity 
for a film which 
purports to be 
about to-morrow. 


Right: this im- 
pressive  presenta- 
tion seems to show 
someone eating the 
ever-popular Joan 
Crawford. A 
seven-word — mes- 
sage down _ the 
side, however, 
gives the game 


a 
away. Joan Crawford Queen Bae, 
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posters for the film “A Town 
Like Alice.” All we are shown 
are excellent colour portraits of 
Virginia’ McKenna and Peter 
Finch in jungle kit. In the news- 
papers, however, we are given a 
piece of copy which, pure War- 
dour Street though it 1s, at least 


Dis <a KIRTS ~ conveys some idea of what goes 
”* KI RT on: 

“Prisoners in Japanese 
, hands! A story of desperate 
Si courage and endurance in the 
face of almost overwhelming 
hardship — a girl whose 
example is an inspiration . . . 
and the man who risks his life 

because of her.” 


A horrible piece of writing true 
enough, but it is some sort of 
filmgoer’s guide. 

Looking at recent film posters, 
@ Continued on page 38 
This poster includes a scene of 
Miss Hepburn “about to devour” 
Signor Brazzi. 


In the opinion of Stuart Lewis, the chalk-on-white treatment used in 
this poster is pleasantly informal and in the right mood for a film 
that is probably most informal. 


TEMPLE BAR 2468 
PRINCIPAL BRANCHES 


112 HIGH HOLBORN, W.C.1. 


MANCHESTER BIRMINGHAM LEEDS 


G.L. McLELLAN- DIRECTOR 


WATFORD SOUTH COAST 
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He knows the worth of a comfortable 
journey, a prompt arrival . . . you'll find 
it well worthwhile, however, to remind 
him regularly of your own service. 
There is no better way to keep a name 
constantly before the public than by 
means of posters on well designed, 
carefully placed sites. David Allens 
provide such sites throughout Scotland, 
North East and North West England, 
North Wales, Northern Ireland and Eire. 


2 ¢ a4 
Ls 


| DAVID ALLENS 


oes * e 


David Allen & Sons Ltd., 

7, Buckingham Palace Gardens. 

London, S.W.1. 

Telephone: SLOane 0711. 

Telegrams: Advancement Sowest London. 


Area Offices in GLASGOW, NEWCASTLE UPON TYNE. LIVERPOOL BELFAST, DUBLIN 
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ADVERTISER'S WEEKLY 


WHEN IN 


BIRMINGHAM 


YOU MUST SEE 


Sheffields 


Lent 


POSTER SITES 


3,000 POSTER SITES§ 
with complete coverage 
of the Manchester Area 


Manchester Raster Saeuneill Ltd 


27:29:31 Bootle Street, Deansgate, Manchester 2 


Regular Inspection 
Careful Maintenance 


100% Service Always 


PADDINGTON 0186/7 


G. F. KRUSE LIMITED 
37 SPRING STREET, W.2 
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‘Old time violence in new | 
style colour posters 


| 


| 


| certainly 


This poster, with 
its almost abstract 
design, recklessly 
flouts the accepted 
poster __ tradition, 
concludes Stuart 
Lewis. Some ver- 
sions of it came 
out with no photo- 
graphs of the stars 
on it at all. It 
gained 
immediate _atten- 
tion. 


I concluded that “Spectacle” was 
once pe the thing and that pos- 
sibly the wide screen was behind 
it all. Something had to be done 
to fill up that extra width—and 
what better way of filling it than 
engaging a super-colossal cast 
including a hundred or so horses 
unable to protest at some of the 
sickening things they are made to 
endure. 

There is little at-a-glance dif- 


| ference between the spectacular 


posters for “The Conqueror” and 
“Helen of Troy.” In the former 


| we see John Wayne brandishing 


a sword above the half-recum- 
bent figure of Susan Hayward 
(background of galloping horse- 


men with lances); and in the 
latter we are shown a kaleido- 
scopic view of the Trojan War 
(chariots and so forth, Helen and 
Paris as “the runaway lovers,” a 
monumental Wooden Horse, 
accompanied by such battle-cries 
as “Unforgettable greatness !” 
and “Unsurpassed _ entertain- 
ment !"). 

Both posters afford a multi- 
coloured impression of old time 
violence. 

It was a change, but not a 
relief, to turn to the unusual 
poster for the grimly prophetic 
“1984.” Here we are presented 


@ Continued on page 39 


“Conventional but gay” is how Stuart Lewis describes the light- 


hearted love scene shown on a 
runaway 


ster advertising a film about 
vers. 
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A film poster that makes 
the passer-by pause 


While unquestion- 
ably arresting, this 
poster showing the 


lady cooling her 
feet provides no 
clue to the theme 
of the film. Stuart 
Lewis, in this re- 
view of film 


posters, pleads for 
more information. 


with a stern woman with an 


armband bearing the sternest 
possible words : “Anti-Sex 
League.” Whether or not, in 


28 years’ time, the male popula- 
tion will be more interested in 
sexless Big Brothers than in 
country cousins is a subject for 
discussion in women’s institutes 
between now and then. The 
slogan obligingly sums up the 
whole idea: “A film of to- 


morrow to shock you to-day ! 


Flouting tradition 

Another most unusual poster is 
the one for “The Man with the 
Golden Arm.” This almost 
abstract design recklessly flouts 
accepted film poster tradition. 

Is it a good poster? In some 
ways, I think it is. Certainly it is 
far more noticeable than any 
other film poster which has 
appeared for many months. Cer- 
tainly it is most intriguing. And 
almost certainly, the passer-by 
will pause and look to see what 
it is all about. 

Unfortunately it gives no 
clue to The name 
Sinatra somehow suggests a 
song or two, but I am told by 
someone who has seen the film 
that not a note is heard from 

famous (or infamous) 
voice. So here again the 
criticism is lack of relevant 
information. 

The chalk-on-white 
used in the poster for “The 
Lieutenant Wore Skirts” is 
pleasantly informal and in the 
right mood for a film that is pro- 
bably most informal—even if not 


treatment 


Although Van 
Heflin's face has 
been set within the 
dial of a clock, 
and the three temp- 
tations pictured 
along the side, the 
poster viewer can 
get little idea of 
what “Count 3 And 
Pray” can be about. 


EUIGHTACROSS THESTREE FET. 


er eS aoe 


so larkily suggestive as the poster 
implies. 

The much boosted “Summer 
Madness” came out with a poster 
much more conventional: big 
head of Katharine Hepburn, 
background of Venice, and very 
fancy film poster lettering. It 
was notable, however, # a 
secondary illustration showing 
Hepburn about to devour Signor 
Brazzi. Conventional but gay is 
the light-hearted love scene for 
“Now and Forever,” with an 
adjacent sign-post marked 
“Gretna Green.” 


really outstanding film posters, 
although it is noticeable that 
the general standard—even if it 
is only a standard of com- 
petence—continues to improve. 


Reveal the theme 


Finally, may I put in a plea, on 
behalf of the many filmgoers who 
do not read the film reviews (and 
there must be quite a few) for a 
little more useful information to 
be included wherever possible in 
film posters? Needless to say it 
is not always possible to describe 
a film in, say, five to 10 appeal- 
ing words, particularly when the 
film deals cleverly with a subject 
which most filmgoers would re- 
gard as dull and eerenins 
until they saw the film. 

On the other hand I think there 
is little doubt that ‘most people, 
when choosing their entertain- 
.ment, like to know more or less 
what they are in for. 


\WAN HEFLIN 


ADVERTISER'S WEEKLY 


Go to 
Sheldons. the 


you select a suitable 
Poster design. 


Their expert experience and know- 
ledge of the public’s reaction to 
different types of Posters can be of 
great help to you. And in the selection 
of sites and number of stations 
required for national or local coverage 
there is nobody better able to advise 
you. So many of the best known 

Poster advertisers use and 
have used Sheldons. 


WH 


Our recently completed, fully visual system 
for the planning, servicing and checking of 
all Outdoor Advertising operations is based 
on 67 years of practical experience. It is 
designed to cope successfully with the ever 
increasing demands of today and tomorrow 
—and so to maintain the high standards of 
efficient service, always associated with our 
name in the Outdoor Advertising field: 
May we show you how we do it? 


% 


WALTER HILL & CO., LTD. 


OUTDOOR ADVERTISING AGENTS 


67-69-71 Southampton Row, LONDON, W.C.1 
Telephone: MUSEUM 8701 (5 lines) 


Van Ian Ia ta Ia Ia Ia ta Ia tae Ia Ieee Ia IIs 


a 39 ee 
a BRIGITTE Ue ‘ 
5 oe ” poaenetut i 
ie ee . 
PO 
| ae 
dongs Ita 
To sum up: the past few Sheldons Ts Af fi / 
Peta Me TTR SHELDON HOUSE<QUEEN STREET: LEEDS | 
ee _ 
1, Three Temptations - | 
all beowtifed — 
a Mi _ 
is,/i mie, 
ee ee eee A 
: Iie ae Sia Sus -S 
eae Se ee 
einai a 
i ne ee 


ADVERTISER'S WEEKLY 


The time is now, 
the place PORTSMOUTH, 
and the medium.. 


The 
EVENING NEWS 


PORTSMOUTH 


This famous naval port offers unique advan- 
tages for an advertising campaign. It is the 
distributing centre for a wide and populous 
area, is the home of the Royal Navy, now 
enjoying improved pay and pension condi- 
tions, and in the summer, the holiday resort 
for many thousands of visitors. 


LONDON OFFICE 
85 Fleet Street, E.C.4. Telephone FLEet Street 2845 


WELLINGTON JOURNAL «@ 
SHREWSBURY NEWS 


NET SALES rt | Bes 4539) WEEKLY (ABC) 


London Representative 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 


| and published in 


— 


36/- Flat 


P. Moon, 134 Fleet St. £.C.4 
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A county paper with its 
own war correspondent 


N_ enterprising editorial 

move which has created 
widespread interest throughout 
the Surrey Advertiser's circula- 
tion area has been the sending 
of a staff reporter, Ken 
Henly, to spend three weeks 
with the Queen’s Royal Regi- 
ment on active service in 
Malaya. 

His articles, which are now 
appearing each week, are vivid 
first-hand accounts of the condi- 
tions under which hundreds of 
Surrey men are serving in the 
jungle war. The War Office 
gave special facilities for this 
visit, which, claims the paper, “is 
unique in county journalism.” 
During his visit, Henly went on 
a jungle patrol which made con- 


| tact with the terrorists, and, as 
| an experienced 


fermer RAF 
pilot, himself flew a supply air- 
craft. 


Read with care 


Now that is just the sort of 
stuff to give the folks back 
home, and it is not hard to 
imagine the thoroughness with 
which these articles are being 
read . . . much more carefully, 
surely, than would be = any 
dispatches written by the top 
flight national newspaper men 
nation-wide 
publications. And the Surrey 
Advertiser is, naturally, giving 
Ken Henly’s pieces good display 
: . just how good can be 
glimpsed from the reproduction 
published here of the third, 
which, with pictures along the 
top and down the sides, took up 
a half-page across space. 


W'LTON EVAN 


It is the precisely personal 
character of the articles that 
guarantee both wide and close 
readership. Take this, for 
example : 

“The 1st Battalion, The 
Queen's Royal Regiment, com- 
prises nearly 1,000 officers 
and men, and my experience 
in the first five days with the 
Battalion suggests that a big 
percentage of them are Surrey 
men. The Commander him- 
self, Lt.-Col. H. R. D. Hill, 
MBE, lives at 69 Kingsway, 
Woking, and I have had the 
pleasure of meeting many 
young men from the West 
Surrey, area at the three units 
1 have visited so far.” 

The size of the task facing the 
county regiment is also given 
with such detail that the link 
between the “boys out there” and 
the “parents, sweethearts, and 
friends back here” becomes 
very close : 

“When The Queen's arrived 
in the area six months ago, 
they immediately put two com- 
panies into the jungle east and 
south-east of Rengam, and, 
though they had one brush 
with terrorists, they did not 


@ Continued on page 42 


With pictures along the top and down two sides the “Surrey Advertiser” 
has given good display to its own reporter's despatches from Malaya. 
The enormous appeal of these articles to the readers lies in the fact 
that a lot of detail is given about the hazards of life facing local boys. 
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WINSOR & NEWTON’S 


Pastel Fixative 


in the new easy-to-use 
AUTOMATIC DIFFUSER 


EASY TO APPLY 
TIME SAVING 
ECONOMICAL 


GIVES SMOOTHER 
AND GREATER COVERAGE 


NON-INFLAMMABLE 
COLOURLESS 


Also suitable for fixing Charcoal, Crayon, 
Pencil and Chalk Drawings. 


This Aerosol Pressure Spray contains 
12 fluid ounces (340 ccs.) 


Price in Gt. Britain & Northern Ireland: 12/64 
WINSOR & NEWTON LTD., WEALDSTONE, HARROW, MIDDLESEX 


WINSOR & NEWTON INC., 902 BROADWAY, NEW YORK 10 
WINSOR & NEWTON (PTY.) LTD., 605 WINGELLO HOUSE, SYDNEY, N.S.W. 
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Largest Net Sale in Kent 
KENTISH TIMES — 


SERIES 


The eight papers of the “KENTISH TIMES” Series 
have an intense coverage throughout 130 square 
miles of the County with an average weekly 
net sale (A.B.C.) of 


88,34 


FLAT RATE 26l* per sic INCH 


Diinnzinkklischee 
THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


NET SALES 


45,026 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 


Phone : HOUnslow 0016-7-8 
London : err Jackson, 
Clifford’s inn, E.C.4 HOL Mil 


A smart new winter 
sports resort? 


A Viennese delicacy? 
or 
a printing term? 
YOU DON’T KNOW? 
READ 


Printing News 


Price 6d. weekly 
110 Fleet Street, London, E.C.4. 


Ulster’s leading farming publication 


“FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


A.B.C. figures 


BACK TO NORMAL 


dispute. . . As our issues are 
back to normal, we can accom- 
modate all advertising required 
by our numerous clients and 
others interested in having the 
best and widest publicity in the 
wholesale and retail channels. 


NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


(weekly 
Send for details and rate cards : 
Advertisement Manager 


July to Dec. 1955 
MamsEA OF THe 
AvOIyT #UREAU 
or 


or wu 28,031 


Belfast Office: 
18 Donegall Square, East. Tel. Belfast 24397 


London Office : 
69 Fleet Street, E.C.4. Tel. FliEet St. 5453 


BLOW-UPS- 


Thanks to everyone who sup-| | 
ported us during the printing] | 


YPE 
AUTON 3 


AUTOTYPE COMPANY LTD. 
Rd., Londen, W.13. 


Ealing 2691 
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Wilton Evan offers a 
few ideas for Christmas 


obtain a ‘kill. Incidents inside 
the estates increased greatly in 
October and November of 1955, 
and, although The Queen's, in 
conjunction with some 12 local 
area security units, were patrol- 
ling the estates, it became ob- 
vious that their primary task 
must be to cut off contact be- 
tween the terrorists and the 
mass of the local inhabitants 
who live and work in the towns 
and estates. These are predo- 
minantly Chinese, with num- 
bers of Malayans and Indians. 


“The Queen's area has with- 
in it probably the biggest con- 
centration of estates in the 
country, and their task, there- 
fore, was formidable. The 
terrorists used _ hit-and-run 
methods, coming quickly into 
the estates, creating their inci- 
dents, and vanishing into the 
jungle.” 


Maintaining the interest 
As for holding the interest at 


| a high level until next week, how 


is this: 

“In my next article I shall 
tell you of the men I have met 
out here, of the day and night 
spent in the jungle, and of my 
further travels in this most fas- 
cinating and most exhausting 
country.” 


Unless I miss my guess en- 
tirely, the Surrey Advertiser is 
making a lot of loyal friends 
with this series. Good for them! 
Good for Ken Henly! Good for 


| the advertisers! 


Effect of dispute 


As well as being directly con- 
cerned with a war abroad, the 
Surrey Advertiser, in company 


| with a great many other local 


| tory of the paper. 


newspapers, has also been in- 
volved in a printing dispute at 
home. But, as the publishers 
readily acknowledge, the paper 
(just outside the London area) 
can count itself fortunate. 


So far as advertising revenue 


| was concerned, the “working to 


rule” weeks saw little difference. 
Advertisers responded well to the 


| request to send copy early, and in 


one week (issue of March 6) there 
was a total of over 46 columns 
of “smalls”—a record in the his- 
In the same 
week there were 14 columns of 


| public notices and auctions and 


66 columns of displayed adver- 
tisements. 


The issue of March 17 was a 


| 24-page issue and contained 126 
| columns of advertisements. Large 


| 


papers, in fact, helped the edi- 
torial department to carry out 
successfully the policy of com- 
bining all editions in one, thus 
reducing production time. 


|. Surrey | 
Advertiser 


Exclusive Dispatches 


This is one of the posters used 
by the “Surrey Advertiser’ to 
publicise the Malayan articles 


Looking ahead 


Are you on the lookout for a 
bright idea for next Christmas? 
: Yes, seriously! 


Having ploughed through 
scores of shopping supplements 
which appeared in December, I 
find several ideas stick in the 
mind. So they are worth noting 
—and maybe, in a mere seven 
months. 


The Eastbourne Herald 
Chronicle devoted a full page to 
a novel adaptation of the “snakes 
and ladders” type of game. A 
map of the shopping centre was 
numbered off in sections, from 
one to 175, the shops being black 
sections, each neatly flagged with 
name. Various shaded squares 
were introduced as hazards. Each 
shop had to be visited on the 
way round, and throughout the 
game a six throw of the dice 
would take the player into the 
next shop. 


And even the hazards had 
some good advertisement copy : 
“You forgot your records; go 
back to Leonard Booths” or 
“Phone wine order, and move 
to Toyland.” 


Influence of Dickens 


Sairey Gamp, Pickwick and 
Micawber appeared in advertise- 
ments in the Whitley Bay and 
District Guardian. 


Over 50 heads of local firms 
joined the editor and the manager 
of the Wrexham Leader in con- 
veying greetings to readers. Each 
had a space 34 by 23 inches, 
which included a sketch of the 
individual, and his signature. 
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Rising importance of Belgium for 


international trade exhibitions 


[HE market represented by 
the Belgium-Luxembourg 
Economic Union is virtually 
without any restrictions upon 
foreign trading. Indeed, foreign 
competition is welcome. And 
competition is keen and 
increasing. 

The buyer in Belgium expects 
four things about goods from 
abroad, and those who seek to 
expand:or extend their business 
with that country should take 
careful note of them: 

@ High standard of quality 
and service. 

®@ Competitive prices. 

@ Prompt delivery. 

* @ Faithfulness to sample. 

Participation in trade fairs is 
a particularly effective way by 
which United Kingdom exporters 
can meet this brisk and intensify- 
ing competition. Additionally, 
by reason of the fact that many 
buyers from countries outside 
the Belgium-Luxembourg unit 
also attend the fairs, a remark- 
ably wide market can be reached. 


The following information 
may prove helpful to firms who 
are considering this method of 
sales promotion. 

ssels International Fair : 
The 30th occurrence of this 
valuable event will take place 
from April 28 to May 13. 
Recognised as one of the most 
important international trade 
exhibitions in Western Europe, it 
offers exhibitors, both Belgian 
and foreign, an efficient means of 
introducing consumer and capital 
goods to buyers from all over the 
world 
Over 4,000 exhibitors take 
part in this fair, which attracts 
more than a million visitors 
each year; 28 nations were 
represented last year when the 

Federal German Republic had 

the strongest foreign contingent 

with 761 firms. There were 

298 UK exhibitors. 

The fair is housed in the Cen- 
tenary Buildings and occupies an 
area of more than 100,000 square 
metres. 

= International Fair: This 


is primarily a specialised display 
of the latest equipment and tech- 
nical development in mining, 
metallurgy and mechanical and 
electrical engineering, but last 
year greater space was devoted to 
consumer goods to attract more 
visitors from the general public. 
This year it will be held from 
April 28 to May 13. About 200 
of the 650 firms who exhibit come 
from foreign countries: 24 UK 
firms were represented in 1955. 

Ghent International Flanders 
Fair: This year’s event, the 11th 
of its series, will be held from 
September 8 to 23 in the Palais 
des Floralies, and its halls and 
gardens will cover an area of 
14 acres. 

After the Brussels Inter- 
national Fair the Ghent Fair 
is the most popular trade event 
in Belgium, and is an effective 
shop window display for all 
types of consumer goods. 

At last year’s fair 1,278 firms 
exhibited, of which 185 were 
German ; 54 UK firms took part 
and 34 countries were sepenneanee, 


Come and see us at work: 


ADVERTISER'S WEEKLY 


There were 451,000 visitors, in- 
cluding 12,550 foreign trade 
buyers. 

Regular features of this event 
are the specialised individual 
exhibitions within the fair itself. 
This year two will be staged, an 
International Timber and Wood 
Industries Exhibition and a 
Plastics Exhibition. In addition 
it is proposed to have a foreign 
section on the lines of the Palace 
of Nations at the Brussels Fair 
and it is understood that foreign 
firms exhibiting on their own 
account will be permitted to have 
a stand in this section. 

Charleroi Technical and Indus- 
trial Exhibition: The next occa- 
sion of this event will be from 
September 20 to October 1 
The first show, held in 1954, 
marked the inauguration of new 
exhibition halls claimed to be the 
most modern in Europe. In 
addition to providing 46,200 
square metres of covered space 
they offer facilities for handling 
and showing the heaviest types of 
machinery and plant. 

The exhibition last year con- 
sisted of eight main sections— 
coal mines and quarries ; iron and 
steel; metallurgical industries ; 
building and engineering ; electro- 
technical engineering and elec- 
tronics ; glass ; chemicals ; 
ceramics and power. Nearly 
1,000 manufacturers took part 
and 500 represented firms from 18 
different foreign countries. The 
UK with 68 exhibitors again pro- 
vided the second strongest foreign 
contingent. 


PUBLI-SYNTHESE & R.L. DUPUY S.A - 170, Avenue Louise - BRUXELLES - Tel. 48,65,80 


You will see the activities of a 


team which deserves 


because its service 


rewards 


rewards. 
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Dagens Nyheter 


SWEDEN’S 
GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 
Daily 300,000 ....... Sundays 352,100 


Dagens Nyheter is Sweden’s leading daily 
newspaper. Its circulation is national 
throughout the country but predominates, 
of course, in Stockholm, where more than 
half the inhabitants read the paper. In 
addition, about 100,000 copies are distri- 
buted every day outside Stockholm. 


Dagens Nyheter is Liberal in character and 
its politics have always been sympathetic to 
the British point of view. 


It carries the greatest advertising volume of 
any Swedish newspaper, both display as 
well as classified. 


London Office: FRANK L. CRANE, 
69, Fleet Street, E.C.4.... Phone FLEet St. 2811 


7 a 7 


lf you want a thorough coverage of Southern 
Sweden, then Sydsvenska Dagbladet in Malmé is 
the answer. 


Its circulation area contains about one-seventh of 
the whole Swedish population. The density of this 
population is among the highest in Sweden and the 
district is considered very wealthy. 


No wonder Sydsvenska Dagbladet, as the leading 
medium in this area, carries more national adver- 
tising than any other newspaper outside Stockholm. 


Our representatives in Great Britain 


JOSHUA B. POWERS LTD. 


14 Cockspur Street, London, S.W.1. 
Tel. WHitehall 3366 


will be glad to give you any information about 
Sydsvenska Dagbladet. 


SYDSVENSKA DAGBLADET 


SNALLPOSTEN 


Malmo 


— the biggest daily newspaper in Southern Sweden. 
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Swedes offer a ‘natural’ 


market for the UK’s best 


IPHE visit of HM the Queen 
to Sweden in June will 
focus attention on a country 
which has the highest standard 
of living in Europe and is 
Britain’s third largest foreign 
customer — following the 
United States and Holland. 


It is a natural market for the 
best that British, German or US 
industry can produce—not only 
on account of the high standard 
of living of its people but also 
because its own industry is 
highly specialised and it lacks the 
large population necessary for 
quality mass production on the 
scale which is common in these 
countries. Furthermore, Sweden 
has built up a large export trade 
for its own specialised industries 
and foreign trade is a prime 
national interest; this results in 
one of the lowest tariff structures 
in Europe and a minimum of 
quantitative import restrictions. 


Most imports from Britain and 
other countries within the 
Organisation for European 
Economic Co-operation are un- 
restricted by import licensing. 
The exceptions are jewellery, 
some types of carpets, and motor 
vehicles (although licences for 
the latter are in practice issued to 
the limit of the market's absorp- 
tive capacity). Imports from the 
dollar area have also been liberal- 
ised to a great extent during the 
past two or three years. Custom 
duties are, on the average, only 
about six per cent of import 
prices. 


Highest in Europe 


According to a recent survey 
issued by Joshua B. Powers Ltd., 
Sweden last year attained a level 
of prosperity probably never sur- 
passed in any European country. 
Taking some of the generally 
recognised yardsticks, it has been 
established, for instance, that 
with almost two million tele- 
phones for 7.25 million inhabi- 
tants Sweden now ranks second 
to the US in this respect. It 
leads Europe in radio licences 
per thousand of population. In 
car ownership related to popula- 
tion, it has jumped from eighth 
place in 1950 to fifth in 1955, 
having now _ passed Britain, 
France and South Africa. 

In fact, the registration of new 
passenger cars last year reached 
the phenomenal figure of 125,823 


| which means that in 1955 about 


one Swedish family in 18 acquired 


| a new car, as compared with one 


family in 29 in Britain. 

This high standard of living 
(plus the fact that the nation’s 
industrial development did not 


SWEDEN 


i. 


involve the creation of slums) 
accounts for the high standard 
of design set by Swedish indus- 
try and observable right through 
the business and social structure 
of the country. The people are 
consciously aware and proud of 
this national heritage of good 
taste, and it is seldom one sees 
in Sweden a retail shop which is 
tawdry in design or which lacks 
at least some degree of tasteful 
display. 


Importance of taste 


Good taste is of prime im- 
portance to the Swedes, and to 
most of them good taste is in- 
separable from modern taste 
and the functional application 
of modern materials. The ex- 
porter to Sweden who over- 
looks these facts does so at his 
peril, for if his product be- 
comes associated in the Swedish 
mind with the pre-first-world- 
war era, he might as well pack 
his bag and go. 


Salon Gahkn 


1 shall never marry a man 

who snores, mother 
~ Of course not, davling, but 
do be careful when you Jind out 


One of the pages of “What The 

Swedes Smile At,’ published and 

distributed by the big Swedish 

newspaper “Dagens Nyheter.” 

Cartoons were by Thorvald 
Gahlin. 
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In Sweden These Gentlemen 
Would Read 
SVENSKA 


U.S. wine retailers take 
part in big sales drive 


Energetic steps have been taken to smarten up the point-of-sale 
promotion of wines in the United States. Press and television 
advertising have been heavily scheduled. 


N a drive to improve the 

display advertising of 
California wines, the Wine 
Advisory Board in the United 
States recently organised a 
competition among retailers 
with a prize list which included 
mink stoles, food freezers, 
home cinema units, and tele- 
vision sets. 


Each entrant was required to 
build either an interior or window 
display of California wines, tied 
in with cheese and crackers, and 
maintain it for the last half of 
March. He then had to submit 
a single eight by 10-inch photo- 
graph of the display for judging 
by the Point of Purchase Adver- 
tising Institute. Displays were 
judged on their ingenuity and 
sales effectiveness, and how well 
they tied in California wine with 
cheese and crackers. 


Tie-up activities 


The contest highlighted a hard- 
hitting spring sales drive for 
California wines during which the 
Wine Advisory Board alone 
spent $500,000 in local and 
national advertising. Additional 
sales momentum came from 
California wine producers and 
distributors who are tying in their 
merchandising and promotional 
activities with the WAB cam- 
paign. 

A large share of the appropria- 
tion was devoted to a heavy 
schedule of television spots and 
newspaper advertisements in 67 
major markets. Five national 
magazines—Life, McCall's, New 
Yorker, Sunset, and Gourmet 
carried California wine sales 
messages. 


In addition to its extensive 
special advertising programme, 
the WAB is currently offering 


An eye-catching mobile promot- 


ing California wine and cheese is | 


here being displayed by this year's 
American “Vintage Queen.” A 
hig drive has recently been under- 
taken hy the Wine Advisory 
Board to improve the selling 
power of wine displays. 


several free display aids to help 
retailers. These include 
wine-and-cheese mobiles, colour 


reproductions of the Life adver- | 
leaflets, handy | 


tisement, recipe 
wine cooking charts, California 
wine selectors and a 31 by 41- 
inch colour portrait of a table 
setting featuring wine with cheese 
and crackers. 


Automation show 


THE THIRD International Auto- 
mation Exposition will be held 
in New York from November 
26-30. At the last event the 
estimated audience was 11,097 
most of whom were industrial and 
financial executives. 


COVER SWEDEN THROUGH 
MAGAZINES 


& 


Allt - Bildjournalen 


Aret Runt - Hela Viariden 


Damernas Viarld 


Husmodern * Vecko-Revyn 


Se - Levande Livet 
Teknikens Viarid 
Vecko-jJournalen 


In the Ist quarter of 1955, A&A magazi nes had a combined sale of 
2,367,315. The total number of households in all Sweden is 2,232,249 
proof enough thatA&Amagazines give complete national coverage. 


AHLEN & AKERL UNDS FORLAG 
LONDON OFFICE........ FRANK L. CRANE, 
69, FLEET STREET, E.C.4. Phone: FLEet St. 2811. 


DAGBLADET 


example of Svenska Dag 
viadet’s exceptional cover 
age of those influentiai 
sroups which are of pri 
nary impcrtance to «sdver 
users. 


et cireulation: 105,052 copie> 


Repres<utatives: Joshus 6. Powers Lid., 14 Cockspur Street, London SW 1. 
Tel. WHitehall 3366 


large | 


You will reach 


551 million Swedish Crowns 
via Morgon-Tidningen 


A new investigation among the readers of MT shows that 
the readers’ net income—-based on the weekday edition of 
amounts to more than half a milliard & 
On Sunday when the edition exceeds 100,000 
copies, the purchasing power rises to over one milliard. 

53.6%, of the readers hare 
10,000 Crowns 

The value of Morgon-Tidningen and its stability is proved 
by the fact that 80.4% of the subscribers are married, and 
there is @ constant demand from the large group of buyers 
amongst its readers, namely housewives. 

Show Swedish families the commodities you can offer! 


48,757 copies 
Crowns 


an annual income exceeding 


Advertise in 
Morgon-Tidningen 


Stockholm 


For all information: oT 


14, DOVER STREET, LONDON, W. 1. 
Mayfair 8616 
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AD MAN’S 
BOOKSHELF 


Comprehensive 


guide to UK 


edited by 
Newman 


Brituin and Ireland 1956, 
Eugene Fodor, published by 
Neame Ltd., price 17s. 6d 


Tuts 1s one of the excellent’ 


“Fodor’s Modern Guides,” and 
runs to upwards of 420 pages 
and bound in such a way that it 
fits neatly into the hand. 
Although the advice is angled to 
suit the American, there is no 
reason to suppose that it is irre- 
levant if read by a native. 

Among the writers who have 
contributed chapters are Sir 
Compton Mackenzie, K. West- 
cott Jones (travel correspondent 
for a number of magazines and 
newspapers, among them the 
East Anglian Daily Times), and 
Frank Macmillan (feature writer 
for Kemsley Newspapers in Scot- 
land). 

There are many bled-off illus- 
trations and a_ sufficiency of 
maps. If one has to get lost 
anywhere in Britain and Ireland, 


this is certainly a very good guide | 


book to get lost by.—n. F. 


All the facts 


about oil men 


World Oilmen, by 
published by Svyivan 


5 


2 ens 


A. M. Melland, 
Press Ltd.. price 


THIS SUPERB Volume sets Out to 


tell the story in pictures of the | 


men who provide the world’s oil 
And it does. 

There is a tendency to play 
down the future of oil because 


of the rising sun of atomic | 
energy. But the Manchester 
Guardian quite recently came 


out with a special feature section 
headed “The Oil Age,” and that 
is the blunt truth of it. And the 
age will be with us for some in- 
definite time ahead. The origins 
were modest enough. 


Source of power 


Some 50 years ago smal] quan- 


tities of oil were imported to | 


light the lamps of Europe, as an 
alternative to sperm whale oil. 
To-day, the oil industry provides 
nearly half the world’s power, 
almost all its lubricants, a large 
amount of the chemicals it needs, 
and employment for well over a 
million of its peoples. 

The Royal-Dutch Shell Group 
of oil companies gave technical 
aid in the production of the book 
and for permission to reproduce 
all the photographs. If there is 
one thing missing in the fasci- 
nating success story it is an 
account of the advertising of oil ; 
four pages given over to the role 
of the salesmen seems far too 
little. 


COMMERC 
COMPLETE STUDIO SERVICE 


ARTISTS 


182 HEN &CHICKENS COURT 
’ FLEET STREET, £.0.4 
Telephone: Chancery 9266 


HARRY WATSON 
ART GROUP LTD 


Commercial Artists and 
Photographers 
7 


42 HANWAY STREET, 
OXFORD STREET, 
LONDON, W.1 


45 TOTTENHAM COURT RD 
LONDON, W.1 


Telephones LANgham 2400 
MUSeumrm 4936 


ADVERTISING SERVICES ADVERTISING NOVELTIES 


POINT OF SALE 
ADVERTISING 


LTD. 


Specialists in the production 
and placing of advertising 
material for all uses, including: 


Window Pelmets 
Transfers 
PVG. 
Self-Adhesives 

Showcards 
Displays 
Posters 

Bus Streamers & Targets 


New London Office : 
13 Duke Street, London, W.!. 
WELbeck 1258 


Portfolios of Samples are avail- 
able for the use of Advertising 
Agents and their Clients. 


THE 


TUDOR ART AGENCY LID. 


rebresenting 


FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C.4 
HOLborn 884! 


VERY RARE 
* photographic’ 
RETOUCHING 


* notural ’* retouching 
essential to good advertising 


Phone: CHAncery 3902 


SMH 


| 2 Doughty Street, W.C.! 


ESTD 1917 


EXHIBITIONS 
DISPLAYS 


GORDON A. JACKSON 
2 GREAT CASTL£ STREET 
OAPORD Circus wit 


MUSeum 7168 


Tetephane 


SHOWCARDS 


THE PEOPLE FOR 
MODERN DISPLAY 


DISPLAY UNITS 


26 CHARING CROSS ROAD, LONDON. W.C.2 


Remember 


7=FOR BUILDING 
GALES AND GOODWILL 


Best for quality * 


* Best for price 
Best for colour x 


LEWIS KNIGHT & COMPANY 
8 Chingford Mt. Rd., E.4. LAR 2241/2 


BUSINESS—GOODWILL GIFTS 


For Exhibitions, Staff, Xmas 
Ask to details of our latest Novelty Day 
Pad. 


ANGLO FANCY PRODUCTS LTD 


Manufacturers, 
266, Belsize Read, N.W.6 
Telephone: MAI 0867 (3 lines) 


ADVERTISING GiFTs. 
GIVE AWAYS, GIMMICKS. 
ADVERTISING PENCILS. 
PLAYING CARDS, 
PLASTIC ARTICLES A 
SPECIALITY. 
CITY SUPPLIES COMPANY 
3% COPTHALL AVENUE, E.C.2 
NAT 825! 


WELDED 


YOUNG & FOGG RUBBER CO. LTD. 
Wimbledon, $.W.19. LIB 6281 (6 lines) 
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BADGES OF 
DISTINCTION 


In olden days «@ 
badge was the dis- 
tinctive mark of « 
Knight in armour 
—In modern times 
RODEN bad are 
to distinguish 


SILK SCREEN SERVICES 


SCREENIT ARTS LTD. 


62a BREWERY ROAD, LONDON, N.7 
SILK SCREEN PRINTING 
P.V.C. SPECIALISTS 
TELEPHONE NORTH 521! 


PROCESS ENGRAVERS 


Photography 


Creative 


CS 
A 


Tet Fy eR OF 
Bar ee 


leading the way 


SCOTTISH STUDIOS 
AND ENGRAVERS LTB 


DueRiEN 
G.isscow CITY o9e1-8 


* Dvenan GuUsGOw™ 


Biockmaking 


BLOCKS & DIES 


BRASS BLOCKS & DIES 


Brass blocks or Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Stee! des for metal. 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, €E.C.I 
CLE 6474 Est. over 40 years 


The remainder of the ad- 
vertising in this feature 
has already appeared in 
the issue of April 13, on 
pages 50 and 5l. 


(Marabuwerke A.G. 
—W. Germany 


RETOUCHING COLOURS 


for Positive and Negative 
Photo Retouching. 
6 Shades of Cool Grey 
6 Shades of Warm Grey 
Matt and Glossy Black 
Brush & Airbrush White 
Negative Opaque Red 
Opaque Vermillion 
10 ccm. TUBES I/11d. 
Semi-moist button colours 33 mm. dia. 9d. 
LANGFORD & HILL LTD. 
9 WARWICK STREET, LONDON, W.! 


MUSTOGRAPH! 


THE AGENCY FOR STOCK 
PHOTOGRAPHS OF GREAT 
BRITAIN 


498, High Road, Leytonstone, E.1! 
Telepbone : LEYtonstone 2700 


DIE-STAMPING 


FOR ALL 


ENGRAVED STATIONERY 


FRANK E. SEARY LTD. 
Cramer St., Marylebone High St., W.1 
WEL 5248 


EXHIBITIONS & DISPLAYS 


VACUUM FORMING 


BRINGS YOU 


3-D. DISPLAYS IN PLASTIC 


* SERVICE 
TRAYS 


* 3-0. 
ANIMATION 


Photograph by permission of Peter Lord Ltd. 


VACUUMPLAST LTD. 


In association with BERTA STUDIOS Ltd. 


12 MANETTE ST., LONDON W.1, 


Telephone: GERRARD 8757 


EXHIBITIONS & DISPLAYS 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 
ARC 624! 
DESIGN 
DISPLAY 
EXHIBITION 
SILK-SCREEN 
PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 


REPLICA HOUSE, 
BAVARIA ROAD, N.19 


Signs Showcords 


Displays Posters 
Exhibition Stands 


Silk Screen Printing 


CB display service Itd 


Directors: H, BARNETT V, STAMFORD 


423-7 ST. JOHN ST. LONDON E.C.1 


ERMINUS 7080 


THEATRE & EXHIBITION 
CONTRACTORS LTD. 


26 Progress Way Croydon 2624 


Specialists in Exhibition 
Feature Construction, 
Stage Decor and Scenery | 


Why not put your TV Feature 
or Cxhibiclon— 


ON ICE! 


We have complete equipment as 
supplied to 

Radiolympia . Radio Earls Court 
Daily Express Food Fair . Theatres 


WHITE HART STUDIOS 
SCULPTORS & DESIGNERS 


of 
ADVERTISING & DISPLAY 
MODELS 
SINGLE OR QUANTITY 
ooucT 


la, THE WALDRONS, 
CROYDON, SURREY. 
Phone : Croydon 1343 


J WATSON (ono) ir 


BASSEIN HOUSE 
BASSEIN PARK RO. 


LONDON -W-i2 
PHONE 


DISPLAY 
UNITS IN 
PLASTIC 


& METAL 4363 


aaa 


| knowledge 
| has been expertly summarised in 


' the Art 
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AD MAN’S 
BOOKSHELF 


Pioneers of 
management 


The Golden Book Of Management, 
edited for the International Committee 
of Scientific Management by L. Urwick, 
published by Newman Neame, price 35s 

THE work of 70 pioneers from 
11 countries who have made 
original and permanent contribu- 
tions to the modern body of 
about management 


this volume. By describing their 
special contributions, publica- 
tions, careers and personal 
characteristics the book traces 
the development of modern 
management into its present 
primary role in our society. 
This is a valuable work of ref- 
erence for students of business 


management and also full of in- 


terest for those interested in the 
place of business in contemporary 


life. 
Ad art of 
Canada 


Seventh Annual of Advertising Art, 
from the Art Directors’ Club, Toronto, 
published in this country by Studio Ltd, 
price 50s. 

ANYONE ACTIVELY engaged in 
advertising, publishing, or in any 
of the graphic arts must find this 
volume of interest, representing as 
it does much of the best work 
done in Canada during last year. 

As Gerry Moses, president of 
Directors’ Club of 
Toronto, points out in his intro- 


| ductory remarks, an examination 


of the pieces reproduced in this 
volume “will bring clearly into 
focus the fact that our artists in 
their creative explorations con- 
tinue to grow, to freshen, and to 
broaden within the strict and con- 


| fining concept of serving better 
| both industry and the public.” 


NYLONS 


Four slotted partitions hold cards 
advertising current styles of 
Howard Ford & Co., Ltd.’s “Bear 
Brand” stockings in thls display 
unit which carries a “racy” 
illustration. 
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ye UP!!! 


The popularity of the HOME COUNTIES 
NEWSPAPERS GROUP is once again demon- 
strated by the latest A.B.C. net sales figures. 


A.B.C. NET SALES JULY-DEC. 
rues 

| syeou 43 G/. 

INCH anv 


Since 1951 the sales of the Group have increased 
by nearly 20,000 copies weekly. 

During the last twelve months we have carried 

more advertising—locally and nationally—than 

ever before. 

The Group consists of eleven live LOCAL 

weekly newspapers, covering approximately 
1,000 square miles of Beds, Herts, ang Bucks, 

—___—— , and has carried many successful test campaigns 

Advertisement Mangr.| in the past few months in this vast and fertile 
Claud E. W. Gilder | agricultural and industrial area. 

_____—. When placing your spring and summer cam- 

paigns, don’t fail to include the 


HOME COUNTIES 
NEWSPAPERS GROUP 


Represented in 
London by 
WILL KITCHEN, 
“jr., LTD. 

131 Fleet St., E.C.4. 
Central 1960 


Head Office: 
LUTON 
"Phone 5050 


aman oyelties 


\ FOR ALL THE YEAR ROUND 
Goodwill 
Advertising 


STEPHENSON & WILSON 


UVIC WORKS G. RDEN STREET, SHEFFIELD, 


SPEC IALISTS i in PENKNIVES for GOODWILL ADVERTISING 
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ADVERTISING CASE HISTORY 87 


The value of carefully planned 
special promotions is instanced 
by the success of “Carpet Fortnight’ 


Carpet sales 


grow under 


the impact of advertising 


HE first “Carpet  Fort- 
night” sales promotion 
scheme was launched in 1953 
and its great success led to the 
decision subsequently to hold 
two campaigns a year—one in 
the spring and the “Fortnight” 
itself in the autumn which this 
year will extend from October 
6 to 20. 

Responsible for both cam- 
paigns is the British Carpets Pro- 
motion Council, which is spon- 
sored by the Federation of 
British Carpet Manufacturers 
and the International Wool Secre- 
tariat. According to G. H. David- 
son, who plans the schemes, the 
1953 event made use of 10,000 
packs of window display material 
which were distributed to retailers 
who were also supplied with 2,372 
matrices and stereos. The com- 
posite advertising pages obtained 
numbered 205 while the advertis- 
ing support paid for by retailers 
totalled 35,200 column _ inches. 
That was the beginning—and the 
success achieved has been mag- 
nified with each passing year. 


Rise in composites 


Thus, in 1954, when the 
spring campaign was first held in 
addition to “Carpet Fortnight,” 
18,000 packs of display material 


Energetic efforts are made by stores to feature 
their window and in-store displays. 
John Lewis organisation, directs attention to the theme that 


make a home.” 


were distributed, and 4,072 
matrices and stereos supplied 
The number of advertising com- 
posite pages leapt to 375 and the 
advertising support paid for by 
retailers increased to 54,914 
column inches. 

As regards the advertising 
placed by the British Carpets 
Promotion Council, there was 
continuous advertising in seven 
magazines over a period of nine 
months in 1954. The campaign 
consisted of three pages and 29 
half pages black and white, and 
eight pages and 12 half pages in 
colour. The total sales messages 
are estimated to have reached 54 
million 


Immense impact 


Last year 11 magazines were 
used over a_ period of nine 
months and 22 full pages and 39 
half pages, all in colour, were 
taken. The impact is estimated to 
have been noted by some 64 
million. 

This year sees an extension of 
the continuous advertising 
scheme so that the whole period 
is covered on a monthly insertion 
basis in Woman, Woman's Own, 
Radio Times, Illustrated, John 
Bull, Picture Post, and Every- 
body's. 


@ Continued on nage 49 


“Carpet Fortnight” in 
This window, presented by the 
“Carpets 


Carpet slippers and a wide open newspaper provide 


domestic touches. 
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Ad campaigns send up the 


volume of carpet sales 


The growth of the advertising 
drive to sell more carpets can be 
perceived by noting the following 
which represent the insertions of 
national magazine, newspaper 
and provincial newspaper adver- 
tisements by the BCPC: 

“Carpet Fortnight” 1953... 78 

“Spring campaign” 1954... 50 

“Carpet Fortnight” 1954... 275 

“Spring campaign” 1955... 55 

Apart from advertising, the 
council has made use of all the 
accepted methods of publicity to 
advance the cause of the joint 
promotion scheme. A stand was 
taken at the Hotel and Catering 
Exhibition at Olympia, and a 
“Carpets Take the Floor” exhibi- 
tion has also appeared at the Tea 
Centre, Regent Street. 


Evening courses 


Two notable developments last 
year were the institution of even- 
ing courses (there were eight 
courses in all and 485 salesmen 
attended) and the series of adver- 
tisements placed in the architec- 
tural press. 

The publishing and distribu- 
tion of various booklets also play 
a large part in the now annual 
promotion scheme. First pub- 
lished in 1953, How to Choose 
and Care for Carpets has already 
been distributed to 250,000 and 
of the 100,000 copies of the 1955 
edition more than 50,000 have 
already been applied for. 

Another booklet. Selling 
Carpets, also published in 1953, 
has already achieved distribution 
of 17,000 copies. A _ specialised 
publication Carpeting for the 
Hotel and Catering Trades, pub- 
lished in 1954, has been dis- 
tributed to 8,000 hoteliers and 
restaurant proprietors. 

Sales training courses also 
form part of the scheme and 
during the past three years 33 


courses have been 
which were attended by 
salesmen. 

Among the miscellaneous items 
covered in this long term pub- 
licity operation has been the dis- 
tribution of 16 ___—‘ travellers’ 
Bulletins with a circulation to 
date of 28,000. 

Two window display competi- 
tions were organised during 
1953-54 jin conjunction with 
Carpet Review and there were 
also two “Carpet Fortnight” 
supplements published during the 
period in Furnishing. 

Last year, as a supplement to 
the September issue, the journal 
published a 36-page supplement 
and sent out an extra 2,000 
copies of it to the retail trade. 

A consumer competition in 
1953 was arranged in conjunction 
with Picture Post and 30,000 
entries were received. 

Two outstanding elements in 
this year’s campaign involves film 
and television. 


Advertising in cinemas 


As to the former, a colour 
advertising filmlet campaign 
began in January to last through 
to June. Some 400 cinemas 
throughout the country are in- 
cluded with showings during 
alternate weeks. 

Secondly, and beginning in 
September and running 
through to December, com- 
mercial television is to be used 
on the basis of one spot per 
week on the available stations. 
The fact that the campaigns are 

going from strength to strength 


organised 
2,900 


is shown by the fact that in 1953, | 


66 per cent of retailers reporting 
their results said that their first 
“Carpet Fortnight” was success- 
ful. In 1954, 75 per cent. of 
those who reported stated that 
their second one was successful. 


Another Claude-General installation in London's centre is at Forte's 
“Popular Restaurant” at Piccadilly Circus. Designed by Forte's archi- 
tect, A. T. Pile, this presents a blaze of light from 1,000 feet of sign- 
white Cleora tubing arranged in vertical lines within a fascia area of 
43.5 feet. The lettering, reading ‘Forte's Popular Restaurant,” is 
illuminated by lines of light green tubing, which stand out vividly 


against the white background. The fascia is outlined by a border of | 


two super-imposed lines of light green tubing. 


Printers can hire display matrices of this type face from our Lending Library 
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*Monotype Times Bold Italic 
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Series 334 is now available 
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in 14, 18, 24, 30, 36, 42, 48 


QOq Rr Ss 


Tt Uu 


60 and 72-point display sizes 


Vv Ww Xx Yy ZZ 


* Reg.Trade Mark of The Monotype Corporation Ltd., Salfords, Redhill, Surrey 
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Your product 
Let us design and make it for you. 


* 


Aid your retailer and advertise your 
product at point of sale. 


deserves a “Tailor-made’’ wire stand 


H. LESSER & CO., 
52, Fairfax Place, 
N.W.6 


Maida Vale 4320 & 8168 
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Stephenson 
Blake’s new 


type-faces 

The spring issue of the 
Stephenson Blake & Co., Ltd.'s 
newsletter, the “Letter-Founder,” 
gives the first news of a number 
of faces which are to be added to 
the firm’s typebook. 

Narrow Sans Italic, in sizes 
ranging from 8 to 72 pt. has 
already been introduced, says an 
article in the newsletter. 

“By permission of The Times,” 
it continues, “we are pleased to 
announce that Times Roman from 
72 point down to 4} point, and 
limes Italic from 48 point to 4} 
point have been cast. 

“A new non-kerning and non- 
joining Invitation Script has been 
produced in six sizes, and this has 
been welcomed in composing 
rooms, as the absence of kerns 
and junctions gives it a far longer 
working life. 

“Having recently added 30 and 
36 point to the Chisel series, in 
response to many requests, we 
now propose to introduce Chisel 
Expanded. It is further planned 
to extend the Times series by the 
addition of some sizes of Times 
Bold.” 

The firm has also decided to re- 
introduce the Clarendon series, 
and under the name of Consort a 
complete series will shortly be 
available. 

For the entirely new faces, 
there are three at present in pre- 
paration: London Script, a new 
informal display script ; Prospero. 
a new roman display letter; and 
Wide Sans, “the heaviest and 
fattest sans ever produced,” by 
P. A. Bell, creator of Echo. 


Electrolux 


Printed in 
litho, with 


ten colours by 
special inks to 
fading in tropical countries, this 
double crown export point-of-sale 
poster was designed to tell its story 
pictorially because it was to be dis- 
played in a number of different 
countries. It was twice varnished 
to make it resistant against tropical 
moisture. The poster was designed 
by Electrolux and their agents, 
G. S. Royds Ltd., and was printed 
by Hubners Lid., Crawley, Sussex. 


photo 
resist 


THE GRAPHIC ARTS 
—a weekly news survey 


51 


Ads for new 
copying aid 


A demonstration of a “revolu- 
tionary copying machine” that 
can produce copies of almost any 
document or plan in four seconds 
or less without the use of inks, 
negatives, stencils, chemicals, 
master copies, dark-room_ tech- 
niques or any form of prepara- 
tion or processing was given at 
the Savoy Hotel last week. 


The machine, called the Secre- 
tary, is made by the Minnesota 
Mining and Manufacturing Co., 
Lid., and will be on show at the 
British Industries Fair. 


Any typed, printed or written 
material that has a graphite or 
metallic content can be repro- 
duced (i.e. typing, printing, car- 
bon copies, lead pencil, stencil 
ink, some coloured typewriter 
ribbons and some coloured inks). 
It will not copy some ballpoint 
inks nor spirit and gelatin inks. 

The Secretary is made wholly 
in this country. Approximately 
50 per cent of the production is 
earmarked for export. The 
Minnesota Mining and Manufac- 
turing Company also prepare and 
supply the special copying paper. 

Advertising for the machine is 
being handled by Masius and 
Fergusson Ltd., and started on 
Tuesday. Large spaces have 
been booked in The Times, 
Financial Times and Daily Tele- 
graph. The trade press will also 
be used. 


Third DRUPA 


The third DRUPA, the print 
and paper fair, will be held from 
May | to 15, 1958, at Dusseldorf. 
The organisation is again in the 
hands of NOWEA Nordwest- 
deutsche Ausstellungs - Gesell - 
schaft m.b.H. Dusseldorf. 


The Minnesota Mining & Manufac- 


turing Co., Lid., have announced 
that 3M brand Photo Offset plates 
are being manufactured in this 
country. The initial programme 
covers plate sizes up to 254 in. by 
6 in. 

The plates are available for most 
popular presses, and will be par- 
ticularly suitable, it is claimed, 
for the small offset user with 
limited space, as only the mini- 
mum of equipment is required 
for processing. 

The Minnesota Mining Co. first pro- 

duced the plates in America 

several years ago. Made of 
smooth grainless aluminium, 3M 
photo offset plates are not 
affected by temperature’ or 
humidity after exposure, they say. 

They have zero stretch and are 

wrinkle proof. 
this picture a plate is being 

exposed by the use of standard 
exposure equipment. 3M _ plates 
generally require about three- 
quarters of the exposure time 
given to albumin coated plates. 


In 
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PACKAGING 
CONFERENCE 


able goods groups reported on 
opinions expressed at the previous 
five sessions. Among them were 
the following : 

Consumer goods: The right 
package could be determined by 
a formula, but only if done by a 
competent packaging executive. 
In order to arrive at it he must 
operate at top level. Durable 
goods: No formula could auto- 
matically determine the right 
package for a large variety of 
durable goods, but it could indi- 
cate a suitable package under 
certain known conditions. 

Determining the correct rela- 
tionship between sales appeal and 
the physical characteristics of a 
package was a team job for 
management, sales and marketing. 
production, and costing ; and the 
manufacturer of packaging and 
the expert at printing and decora- 
tion should also be consulted. 

Summing up, Mr. _ Jefford 
pleaded for closer co-operation 
between package material makers, 
package makers, and package 
users, in order to produce a pack- 
age which, on the home front was 
recognised as a guardian of a 
good product, and abroad as the 
guardian of good will. 

During the conference, vice- 
presidencies were conferred on: 
P. H. Andrew, G. M. Ashwell, 
A. F. Much, J. E. Evan Cook, 
Dr. G. L. Riddell, R. R. Plump- 
ton, and T. Dyke. 


Box entries on show 


All entries in the contest of the 
British Paper Box Federation and 
the British Carton Association to 
decide the best boxes produced 
under several sections and clas- 
sifications will be exhibited at the 
National Packaging Exhibition at 
Olympia in January next year. 


Student artists to work in agency 


Nevin D. Hirst (Advertising) 
Ltd., Leeds, have completed an 
arrangement for young commer- 
cial artists to spend their last 
term before leaving art schools 
at work in the agency. 

This scheme is a development 
of the training programme for 
commercial artists beyond the 
stage reached in their second-year 
design course at school, and offers 
the agency first option on creative 
personnel, if they are suitable, as 
they become available. 

The Institute of Practitioners in 
Advertising have given their 
approval to the scheme, and they 
say that they are always anxious, 
wherever possible, to further this 
type of co-operation between an 
art college and an agency at local 
level. It was both beneficial to 


the student and to the agency 
the student gaining cogsiderable 
practical knowledge whilst actu- 
ally working under agency condi- 
tions. 


The idea for the scheme 
resulted from a _ discussion 
between Dennis A. Birkett, crea- 
tive director at Nevin D. Hirst, 
and the headmaster of the Leeds 
College of Art. 

A student chosen for the 
scheme will spend his last term 
working in the agency, who in 
return for his services will pro- 
vide written progress reports to 
the headmaster concerned. 

“It remains to be seen how well 
this arrangement will work, but 
if all agencies work with art 
schools on this basis no doubt 
they would gain considerably in 
obtaining new talent which might 
otherwise be absorbed,” says Mr. 
Birkett, who emphasises that the 
scheme at present is “purely local 
and experimental,” and is not 
intended to act contrary to the 
work of the IPA or any other 
organisations in the same sphere. 
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NOW HE CAN WATCH TV 


Two presentations have marked 
the retirement of Norman Wilson 
after 40 years with Charles F. 
Higham Lid., of which he had been 
art director for many years, and a 
director since 1946. 

At a Savoy luncheon in Mr. and 
Mrs. Wilson’s honour, Sir Patrick 
Gower, chairman of the company, 
presented Mr. Wilson with a con- 
sole television receiver on behalf of 
the directors, The second presenta- 
tion was that of a wristlet watch 
from the staff of the agency. 

Mr. Wilson began his apprentice- 
ship in commercial work in the 
lithographic artists and design de- 
partment of Hudson Scott, Carlisle, 
in 1906. He joined Highams in 
1916 when the entire staff numbered 
about 16 and one of the junior 
typists was the now well known 
novelist, Ethel Mannin. 

At that time Sir Charles was a 
young advertising man, only six 
years in business. 


Staff instruction 


BB ELIEVING that foreign travel 
can stimulate the imagination, 
Richard Lonsdale-Hands Associates 
recently started foreign-language 
lessons to encourage their staff to 
holiday abroad. 

Weekly classes in French and 
Italian are held in the office. The 


response has been remarkable: 47 
out of a total staff of 350 are taking 
one or other course, in some cases 
both. 

“Could not industry as a whole 
consider this valuable means of 
broadening the employee's outlook 
and, also, of bringing staff together 
in a common interest outside their 
actual work?” says Richard Lons- 
dale-Hands. 


* * . 


SS TRONGLY in favour of the 
reintroduction of the airship as an 
advertising medium is Cecil Turner, 
chairman of Auger & Turner. In- 
deed, his name was mentioned in 
this connection in an article, “Will 
she fly again?” in the Bournemouth 
Times—the “she” being the airship 
Bournemouth, completed in 1951, 
mainly by members of the Airship 
Club. 

The founder of the Club, Lord 
Ventry, hopes that sufficient interest 
can be raised in the possibility of 
using the airship as an advertising 
medium to persuade backers to pro- 
vide the repairs and additional 
equipment needed. 

Mr. Turner tells me that he is 
not professionally interested; but 
he very much hopes that an adver- 
tiser or advertising contractor can 
be found to lend support to the 
venture. 


ROE 
TELEVISION 


LIMITED 
Directors: GRAHAM ROE, DEREK J. ROE 


LONDON 


73 GROSVENOR STREET, 
LONDON, W.1 
Telephone : 
GROsvenor 8228 
(3 lines) 


MANCHESTER 


20 ST. ANN’S SQUARE, 
MANCHESTER, 2 
Telephone : 
BLAckfriars 9786 
(4 lines) 


| background 
| quired, which will be of great use 
| in exhibitions, as well as stage and 
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Sir Patrick Gower (right) shows Norman Wilson how it works. 


They met 10,000 
miles away 


It’s a small world was what Fred 

Keil, managing director of City Dis- 

play, and Mike Williams-Thompson, 

the public relations consultant, re- 

marked when they found themselves 

by chance at 

adjoining 

tables in the 

Sky Room at 

the Mark Hop- 

kins Hotel, 

+ SanFrancisco, 

, having each 

travelled some 

¥ 10,000 miles 

4 7a in Opposite 

directions. 

%, | Mr. Keil has 

\ , been studying 

» commercial 

q television in 
Ww 

Fred Keil che Weet 

Coast, and in Mexico. His organisa- 

tion is putting his findings to good 

use in the production of sets and 


| scenery for commercial TV here. 


He tells me that he hopes to an- 
nounce shortly details of a new 
treatment he has ac- 


television productions. 


30-year link 


To many space buyers and agency 
people who are in constant contact 
with Northcliffe Newspapers’ London 
advertisement office manager, H. J. 
Stentiford, it may be a surprise to 


| learn that he will shortly complete 


30 years’ association with the 
Staffordshire Evening Sentinel and 
Weekly Sentinel (Stoke-on-Trent). 
“Stent” joined Staffordshire Sentinel 
Newspapers’ London office in 1926, 
and in 1928 he moved to Northchiffe 
Newspapers when the group acquired 
the Sentinel. 

In his present position he is in 
charge of the office staff and con- 


| cerned with the intake of national 


advertising for the 10 evening and 
six weekly newspapers serviced by 
the group. 


* * -_ 


COMING from New York to 
London very soon is 38-year-old 
Terence J. Sheehy, newly-appointed 
general manager for Bord Failte 
Eireann (Irish Tourist Board) in 
the U 

He has been in America for four 
years as assistant manager of the 
Board’s New York office and has 
travelled extensively through the US 
and made a number of radio and 
TV appearances for Irish tourism. 


Before entering tourist publicity he 
spent some time in the film business 
in Ireland. 

He was married in New York last 
year. His brother, Tom Sheehy, is 
also in the same organisation and 
is now head of the press publicity 
section of Bord Failte Eireann in 
Dublin. 


7 * * 


AMONG the latest recruits to the 
ranks of the PROs is Bill Payne, 
who, after 29 years with D. C. 
Thomson's in the London editorial 
offices, has hitched his wagon to 
the finance and mining house of 
Camp Bird Ltd. In the past few 
weeks, this firm has grouped about 
£14 million of industries, ranging 
from plastic machinery making to 
pump making and electronics. 

The moving spirit behind Camp 
Bird is John Dalgleish, who has 
spent a great part of the past year 
putting cats among Stock Exchange 
pigeons! Mr. Payne tells me he 
considers himself to be “ on a cushy 
number” as, unlike some of his 
suffering brethren, he has a client 

‘who just naturally makes his own 
news. 

In addition to the normally 
accepted duties of public relations. 
he will also be responsible for co- 
ordinating advertising. 


* * * 


Quorr.—: Those who oppose 
commercial television — including 
several Members of Parliament 
say that, if given a choice, the 
public will always choose the lowest 
and the worst. I wonder if those 
same MPs have ever paused to 
consider that the public chose 
them!’—Lt-Col. Alan M. Wilkin- 
son at the Institute of Practitioners 
in Advertising annual dinner. 


CONTACT 


WEEK'S WISECRACK 


a“ 


“Well, Carruthers, I’m not 
sure we shall be allowed to 


pay your expenses in pre- 
mium bonds.” 
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HOTOPLAY | 


The World’s Top Film Magazine 


1/3 MONTHLY 


NET SALES (ABC) 


JULY — DECEMBER 1955 


252,005 


£155 rer pase 


—ONLY 12/3d PER PAGE PER THOUSAND! 


A. H. McISAAC » ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD. - 8/10 TEMPLE AVENUE * LONDON EC4 ~ FLE 3514 
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Publications News and Notes 


Two papers 
change hands 


“Increasing cost of production 
and the further steep rise in wage 
rates now pending” have caused the 
sale of the bi-weekly Southport 
Guardian and the weekly Formby 
Times. From next week the news- 
papers will be published by Robert 
Johnson & Co., Ltd. The South- 
port Guardian was established 74 
years ago. 

* * 

This week's Horse and Hound is 
a special, enlarged number, and in 
addition contains a 24-page supple- 
ment giving show dates for the 
season and a review of principal 
fixtures. The issue, of 56 pages, is 
the largest post-war number of 
Horse and Hound, and includes 32 
pages of advertisements. 

* * 


* 

The May issue of Good House- 
keeping will contain the journal's 
annual review of electricity in the 
home, entitled “Living Electrically 
in 1956." Copies of the supple- 
ment, bound in a coloured cover. 
have been ordered in large quanti- 
ties by area electricity boards. 
department stores and electrical 
appliances retailers, and special dis- 
plays are being arranged simulta- 
neously. 


* 

A prize of a Raleigh Trent Tourist 
cycle is to be offered by Sporting 
Record for a competition which will 
run for the next three weeks. 


Presenting the 


HELEN JARDINE ARTISTS LIMITED @ 


In three pull-out supplements 
Picturegoer in the next three weeks 
will give short biographies, with 
photographs, of the top 100 stars of 
to-day. The first four-page supple- 
ment appears in next week’s issue. 
This issue will be supported by 
advertising in selected daily, week- 
end and entertainment papers. 


* * * 

The third edition of the Rowse 
Muir Publications Lid.’s annual 
guide for engaged couples, So 
You’re Engaged, will shorily go to 
press. Ten thousand copies are sent 
out free of charge to couples who 
announce their engagements. in 
selected papers. Their names may 
be obtained from the publishers by 
the advertisers in So You're 
Engaged. : 

* * * 

Outpacing the Sun, a Temple 
Press publication, has been pro- 
duced by the editorial staff of The 
Aeroplane to tell the full story of 
the Fairey Delta’s new airspeed 
record. Of 20 pages, it sells at 2s. 

* * * 

The May-June issue of Woman 
and Shopping will be published at 
the beginning of next month. 

* * * 

Winston Graham's new novel, 
The Silent Partner, will begin in 
John Bull next week. 

* * * 

In Woman next week will be a 
new spring flower picture, specially 
painted by Anna Zinkeisen, and 
reproduced in full colour for the 
cover. 


in fashion 
artwork 

for catalogue, 
editorial or 
advertising 


illustration. 


Ww 
\ 


MINERVA HOUSE 35 WELLINGTON ST STRAND WC2, TEMPLE BAR 6720 


fmong the features on home fur- 
nishing and decorating in the April 
issue of House Beautiful—fronr 
cover above—is a feature on murals, 
which includes a specially designed 
mural of a Cornish fishing village 
for readers to copy with .the aid of 
full working instructions. 
* x 

Flight (Associated [liffe) published 
a special Civil Aviation Number 
this week. 

~ * * 

Under the heading ‘*‘Fastest- 
growing Evening Paper,” the Even- 
ing Chronicle, Manchester, an- 
nounced last Friday that its sales 
figure for March was over 300,000 
copies per day—more than 54,000 
above the figure for 1952. Friday's 
issue contained 32 pages. 


Rates increased 


The title of Jn London Now has 
been changed to The Londoner. 
Advertisement rates have been in- 
creased to: full-page £60 (£45), 
half-page £32 (£24), and quarter- 
page £17 (£14). Printed by Watman 
Publications Ltd.. the journal was 
launched two years ago. 

x * 


A large-scale publicity campaign 
announcing that the Amalgamated 
Press Lid. weeklies and monthlies 
affected by the printing dispute are 
now on sale again has_ been 
launched. Sir Winston Churchill's 
“A History of the English Speaking 
Peoples,” which is to appear in 
serial form in Everybody’s will be 

backed by heavy press advertising ; 
the first instalment will appear in 
next week's issue. The April/May 
Woman & Home, wil! also be sup- 
ported by advertising in national 
media. Rainbow will cease to 
appear as a separate publication 
after mext week, and will 
absorbed by Tiny Tots. 
* * * 

The second—and last—BIF Bul- 
letin, which was planned before the 
announcement of the close-down of 
the BIF in London after this 
month’s Fairs, has been published. 
Among the articles are previews of 
these Fairs, which will open on 
Monday at Olympia, London, and 
Castle Bromwich, Birmingham. 

* a * 


Alan Godwin, who has been 
editor of the Incorporated Associa- 
tion of Architects and Surveyors’ 
bi-monthly journal since October 
last year. has now also assumed 
responsibility for the advertisements. 
The journal is now called The 
Architect and Surveyor, instead of 
the former title, The Parthenon. 

* 


* * 

Associated lliffe’s Yachting World 

is publishing its annual “Fitting 
Out” number this month. 


Aprit. 20, 


We Hear 


As part of the decorations of the 
first Hulton Press Ltd. Boys’ and 
Girls’ Exhibition to be held in the 
National Hall at Olympia from 
August 28 to September 8, Hulton 
Press Lid. will reproduce in space 
over the main body of the hall a 


representation of flight in the year 
2000 


1956 


7 * * 

Among the speakers at the Radio 
and Television Retailers’ Association 
annual conference in Liandudno 
which opens on Sunday and will 
end next Wednesday, are K. R. 
Bagnall on “ Re-Sale Price Main- 
tenance,” and W. Rae on “Changes 
in Retail Distribution.” 

* * 


Peter Collins Press Services Ltd. 
have again been appointed to handle 
the press and public relations for the 
National Stationery and Book 
Trades Fair, promoted by the 
National Newsagent, at the Old and 
New Horticultural Halls, West- 
minster, from February 11 to 15, 
1957 


Campaign extended 


Last year _ Brighton's “Operation 
Continental,” designed to attract 
overseas visitors, proved so success- 
ful that this year the campaign has 
been extended to six countries, 
France, Belgium, Germany, Norway, 
Sweden and Holland. Posters and 
leaflets will be used. 

7 * * 

The London Audio Fair held at 
the Washington Hotel last Friday, 
Saturday and Sunday, attracted a 
large attendance. Decor and stands 
were designed by C. Rex-Hassan, 
exhibition officer, and all advertising 
ys handled by Auger & Turner 

td. 


* * * 

Almost every known form of pub- 
licity has been used in community 
X-ray surveys in Scotland held 
between September 1953 and 
November 1955, states the April 
health bulletin issued by the Chief 
Medical Officer of the Department 
of Health for Scotland. 


New accounts 


Four new accounts for John Webb 
Press Services are Synchro-Cine 
Distributors Lid., Stuart Lewis- 
Evans, racing motorist, and two new 
films for Astarte Films Ltd.—**The 
Gambler” and “Therese Raquin.” 

* * * 

Howard S. Cotton Ltd. have been 
appointed as publicity consultants 
to the National Caravan Council. 
Part of the publicity campaign to 
be carried out will be aimed at the 
overseas press to help the industry 
in its export drive. 

* * * 

The Associated British Picture 
Corporation, who are sending a 
number of stars to the Cannes Film 
Festival, have arranged window dis- 
plays advertising the Festival in 
Fleet Street and in various large 
stores throughout the country, some 
tying-up with the John Lewis Part- 
nership Litd., who are making the 
stars’ clothes. 

* 


* * 

Changes of address: Clifford 
Bloxham & Partners Ltd. to Gwydir 
Chambers, 104 High Holborn. 
London, W.C.1; Howard Panton 
Ltd., to Panton House, Howard 
Street, W.C.2; Edward Mortimer 
Ltd. to 12 Thayer Street, W.1: 
Mills & Rockleys Ltd. (Luton group) 
to | London Road, Luton. 
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S 
cV TIME paper giving ALL 
the I.T.V. programmes, in 
full and exclusive detail 


for seven days in advance 
-London and Birmingham 


ever-increasing sale 


now tors 790) 000 | 


* Take advantage of the present rate of 
£3500 per page based on a 250,000 sale 


siME> 


-the new power in publicity 
for LONDON, HOME COUNTIES 
and the MIDLANDS 


Aprit. 20, 1956 55 ADVERTISER'S WEEKLY 
eS 
+ 
4% 
| ee 
Enquiries: 
ADVERTISEMENT MANAGER TY TIMES TELEVISION HOUSE KINGSWAY WC2 HOLborn 7888 
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there 
are 


these 
figures 


. .. and these figures 


4,559,676 Reveilles sold every week (ABC July-Dec 1955) 
1,519,167 Midweek Reveilles and 2,940,449 Weekend Reveilles 


a — That’s .722d and .805d per square 
inch per 1,000 respectively ! — 
the two lowest inch per 1,000 
rates of all periodicals 
published in Britain 
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Trade campaigns for 


new-type lamp 

The Atlas Softlight, a new tung- 
sten filament lamp for domestic use, 
is being produced by Thorn Elec- 
trical Industries. The bulbs have 
an internal coating which acts as a 
diffusing filter, giving a pearl-pink 
light without glare. 

The lamps are being introduced 
initially with advertising in the 
trade press and the Radio Times. 
Agents are Dudley Turner & Vin- 
cent Ltd. 

Other manufacturers producing 
similar lamps, all of whom are 
advertising in the trade and tech- 
mcal press, are: Crompton Parkin- 
son Ltd., Charmlight (agents Cecil 
D. Notley Advertising Ltd.); British 
Thomson-Houston Co., Ltd., Pearl 
Pink (Mather & Crowther Ltd.); 
Siemens Electric Lamps & Supplies 
Ltd., Pink Pearl (C. Barker & Sons, 
Ltd.); Philips Electrical Ltd., Rose 
Tint (Erwin Wasey & Co., Ltd.); 
and Ekco-Ensign Electric Ltd., Soft- 
light (Willing’s Press Service Ltd.). 


New Sobell TV set 

A campaign for the new Sobel! 
21 inch television receivers has been 
launched by Scott-Turner and Asso- 
ciates Ltd., advertising agents for 
Radio and Allied Industries Ltd., 
makers of Sobell products 

Advertising has begun in_ the 
technical press in the form of four- 
Page two-colour insets, reproducing 
the broadsheet already mailed to 
Sobell stockists and the insets are 
supported by black and white pages. 
showing the half-page advertisement 
which appeared in the Daily Ex- 
ress on Wednesday. Large spaces 
ave been booked in other national 
dailies, provincials and London 
evenings. 


ve * * 
Singleton continuing 

Following the developments in 
the pharmaceutical and chemical 
group, Cyanamid Products Ltd. 
(April 6), L. B. Singleton Ltd. state 
that they continue to handle the 
advertising for the pharmaceutical, 
medical and veterinary products of 
Lederle Laboratories Division of 
Cyanamid, for the industrial chemi- 
cats division and the agricultural 
chemicals department of the com- 
pany 


Polycell Products Ltd. have launched a national campaign introducing the 
new decorating product, Polyfilla. Large spaces have been taken in national 
dailies, London and provincial evenings, specialised magazines and trade 


press. 
for London Underground carriages. 


A Rotair has been produced for dealer display and spaces booked 
Seen above is the tube advertisement. 


Alfred Pemberton Ltd. are handling advertising for Polyfilla and its 
associated products, Polycell and Polylina. 


Van den Berghs launch Stork Wives 


Club in women’s magazines 


Van den Berghs Ltd. launched 
this week the Stork Wives Club. 
It is organised by the Stork Mar- 
garine Cookery Service and has 
been formed because it was felt that 
there are thousands of women all 
over the country who would like 
to be kept in touch with new ideas 
about shopping, catering and 
cooking. 

Advertising. which is handled by 
Lintas Ltd.,_ initially includes 
double-page spreads and whole 
pages in women’s magazines, home 
interest journals and national maga 
zines. The follow-up advertising 
will be concentrated in women’s 
magazines. 


‘Shell Alexia marine 


oil advertising 


Following the initial launching on 
an international basis 
Alexia marine oil, handled through 
Auld and Tilbury Ltd. advertising 
agents for the Shell Petroleum Co., 
Ltd., it was announced last week 
that the marketing company for 
Shell oils in Great Britain, Shell- 
Mex and BP Ltd., would now be 
responsible for the Alexia cam- 
paign in this country. Their agents 
for Shell lubricants are Mather and 
Crowther Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


KOLYNOS TOOTHPASTE; BIS- 
MAG. Accounts for Spottis- 
woode Advertising Ltd. from 
June 1. 

BISODOL for General Advertising 
Co. Lid., from June 1 


Campaigns 
STODDART & HANSFORD LTD., 
using national! dailies, provincials, 
Radio Times, magazines, and 
trade press for Viota Easy Mix 
and Afternoon Tea Cakes Mix- 
tures. (Auld & Tilbury Ltd.) 
MUM ROLLETTE, = deodorant, 
lotion, anti-perspirant, using 
national dailies, women’s and 
home interest magazines and trade 
press. (G. S. Royds Ltd.) 
POLYCELL PRODUCTS LTD., 
using national dailies, London 
and provincial evenings, special- 
ised magazines, trade press and 
tube posters for Polyfilla. (Alfred 
Pemberton Ltd.) ; 
DOLCIS DOLORES, hosiery and 
underwear, using provincial 
papers. (Winter Thomas Co. Ltd.) 


SIDNEY FLAVEL & CO., LTD. 
using women's and home interest 
journals for gas cookers. (Grant 
Advertising Ltd.) 

CH. J. NEUMAN LTD., using half- 
pages in Autocar, Motor and 
Practical Motorist for Nubrex 
side-lever cartridge grease gun. 
(Clifton Advertising Agency.) 

CHAMPION ELECTRIC COR.- 
PORATION, using national 
dailies and trade press for new 
portable radio, the Trav-ler 
(Wilson Advertising Lid.) 

VAN DEN BERGHS LTD., using 
women’s, home interest and 
national magazines for the Stork 
Wives Club. (Lintas Ltd.) 

SCOTLAND'S FOOD  EXHIBI- 
TION, sponsored by Glasgow 
Evening Citizen, using Aberdeen, 
Dundee, Edinburgh and Glasgow 
dailies, trade press, transport 
advertising and 16-sheet and quad 
crown posters throughout Scot- 
land. (Rex Publicity, Glasgow.) 

THORN ELECTRICAL : INDUS- 
TRIES LTD. (Dudley Turner & 
Vincent Ltd); CROMPTON 
PARKINSON LTD. (Cecil D. 
Notley Advertising  Ltd.); 


BRITISH THOMSON - HOUS. 
TON CO. LTD. (Mather & 
Crowther Ltd.); SIEMENS 
ELECTRIC LAMPS AND SUP- 
PLIES LTD. (C. Barker & Sons, 
Lid.); PHILIPS ELECTRICAL 
LTD. (Erwin Wasey & Co. 
Ltd.); and EKCO-ENSIGN 
ELECTRIC LTD., Softlight (Will- 
ing’s Press Service Ltd.), all using 
trade and technical press for new 
type of pink lamp. 

EXQUISITE FORM, using Daily 
Mirror, Daily Sketch, Woman's 
Sunday Mirror, Woman's Own, 
Picturegoer, Picture Show, True 
Romances, True Story, Women's 
Illustrated and trade press for new 
suspender belt. (Scott-Turner and 
Associates Ltd.) 

ALFRED BIRD & SONS, LTD. 
using national dailies and trade 
press to reintroduce 
Luxe. (Young & Rubicam Ltd.) 


RADIO & ALLIED INDUSTRIES 
LTD., using national! dailies, pro- 
vincials, London evenings and 
technical press for Sobell 21 in. 
TV receiver. (Scott-Turner & 
Associates Ltd.) 
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More than 4,600 civil ser- 
vants of the Admiralty work and 
live with their families in Bath. 
The salary total is over £3 


_ million a year—practically all of 
| which is spent in the city. 


And this is in addition to the 
prosperous Industrial, Tourist, 


_ Professional and Agricultural 


of Shell | 


Communities which make Bath 
and its adjacent county areas 
such a rich market for every 
kind of product. 

The Bath Chronicle gives you 
blanket coverage (14 copies for 


| every house in the city) for only 


10/- s.c.i., and also has a big 
circulation in West Wilts and 


' North Somerset through the 


Branch Offices at Trowbridge, 
Chippenham, Devizes, Radstock 


, and Keynsham, so it should not 


Jelly-de- | 


be omitted from any schedule 
intended to cover the West. 


You can’t cover the West 


| Bathawus 4 
Chronicle « Hera | 


ESTABLISHED I Tee 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them:—SOMERSET GUARDIAN, WILT- 
SHIRE NEWS BATH WEEKLY 
CHRONICLE. Get full details from S. H, 
Roberts, 134 Fleet treet, London, E.C A. 
- 2 ‘ord —. Marker 
. Manchester 4, or Office, 33 
Westgate Bath. am 
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Carried completely 


The lightweight Talkiestrip Projector packs into one easy-to- 
carry case, weighs only 19 Ibs., and yet is a complete projection 
unit for showing film strips with recorded commentary. 
Simple to thread, finger-flick changing, designed for standard 


or L.P. records. 


For Rear Projection — the screen is built into the lid. Set up the 


equipment and show ! 


For Front Projection — simply change the lens and project on to 


a normal screen. 


Please write for further particulars 


SOUND-SERVICES LIMITED 


269, Kingston Road, S.W.19. 


Telephone . 


An Associate of The Film Producers Guild 


Liberty 4291 


TGA $33 


Visit us on Stand Neo, 
D.32 at the Factory 
Equipment Exhibition. 


Forgotten 
that 
appointment? 


or 
just too busy 
to remember ...? 


chaps it was a Prospective 


Client 


—can't blame him for not waiting—or maybe 
an existing account— 

no wonder he was annoyed. 
PERMAPAD will overcome all that—a 
a conten and note-pad giving 


r 1,000 memos. at one 


filling 


and, it will add distinction to any desk. 
incidentally, 


it makes an excellent advertising gift. 
Handsomely made — finished—from 


Leadi 


Stationers and Office Equi 
uppliers (eothmceond oom or Di 


— Model Oo.8. Cotes Price voi, andes inc. P.T. 
De Luxe Model covered 
Leather—43 -, inc. P.T. 


ALWAYS READY 
FONADEK (BRANSON). LTD., DEPT. A.W., MTIVIAN, ROAD, 


BIRMINGHAM, | 


Phone: HARborne 2267/8 


RECT. 


FRMAPAD-- 
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NEWS ABOUT PEOPLE 


Miss J. Ungar 
Ex-agency man 


joins ABC TV 


A former member of the radio 
departments of Erwin Wasey and 
Co., Lid.. and Saward, Baker and 
Co., Ltd., and a feature writer with 
the Daily Mail and the Sunday 
Graphic, Stephen Millar, has joined 
ABC TV as an announcer. Mr. 
Millar, who has also been with the 
BBC and Radio Luxembourg, is 
heard on over 20 television commer- 
cials in London and the Midlands. 


* * * 


Remington Rand Lid. have ap- 
pointed Barry Moorman as product 
sales manager of duplicating equip- 
ment in the supplies division. 


* * * 


John L. Street is to join the 
advertisement staff of the Liverpool 
Evening Express on May 7. Mr. 
Street was formerly advertisement 
manager of the Widnes Weekly 
News series and the East Essex 
Gazette series, 

* * * 


Miss Josephine Ungar, formerly 
with the Evening Standard and the 
Recorder, has been appointed 
advertisement manager to the 
British Rheumatic Association. She 
will handle all advertising for the 
Association's publications. 


* . * 


Horace White is to return to the 
United Kingdom shortly from 
Uganda, where he has been director 
of information since 1952. Mr. 
White. who is 44. joined the 
Colonial Service in 1948 as public 
information officer in Cyprus. 

2 o 


H. P. Standing, entertainments 
officer at Ilfracombe, has been 
appointed entertainments and pub- 
licity officer at Hunstanton. He 
succeeds W. D. Stoney, who left 
Hunstanton to take up an appoint- 
ment at Mablethorpe. 


* * * 


H. Arthur Engleman, managing 
director of the H. Arthur Engleman 
Advertising Agency, of Phila- 
delphia, Pennsylvania, is to visit 
this country and the Continent dur- 
ing June and July to discuss the 
American market with British and 
European manufacturers. 


* * * 


Sinclair Wood, managing director 
of F. C. Pritchard. Wood & Part- 
ners, is now in USA for the AAAA 
Convention, and will also visit New 
York, Utica. Chicago and Detroit 
for talks with associated agencies. 
Among the clients he will visit are 
Simoniz, Westclox, Murine and 
Kelvinator. 


. Street 


S. Millar 


Frank Tipper, for 12 years ani- 
mation. director at Walt Disney's 
studios, has joined Halas & 
Batchelor Cartoon Films Ltd. Mr. 
Tipper, who arrived in this country 
recently, will remain in England 
for two years. 

* * 

Colin Mackinnon, a director of 
Scotsman Publications Ltd., Edin- 
burgh. has resigned from the board 
of directors of the PA for health 
reasons. He is succeeded by Laur- 
ence P. Scott, chairman and man- 
aging director of the Manchester 
Guardian and Evening News Ltd. 

* 


* * 

Phillip Mottram Brown, former 
advertising manager of the Srret- 
ford and Urmston News-Telegraph, 
was recently recognised and dedi- 
cated Lay Pastor in Charge of 
Wilbraham Road Church (Uni- 
tarian), Manchester. 


Retiring after 
42 years 


Frederick H. Maynard, who has 
retired from the position of tech- 
nical manager of George Outram & 
Co., Ltd., has been presented with 
two casy chairs by his colleagues. 
Mr. Maynard had been with the 
firm for more than 42 years. He is 
succeeded by Sydney R. Donaldson. 

. * * 


James H. Clark, of Thomson-Leng 
Publications, has left for a holiday 
in New Jersey. where his brother 
has been for over 30 years. He will 
return on the “Mauretania” on 
May 

* * 

Dickie Webb, an assistant account 
executive with John Hobson & 
Partners Ltd.. was married to Miss 
Anne Barrett at St. James’ Church, 
Tunbridge Wells, recently. 

* * * 

Maurice Samuel, of Cavendish 
Publicity Service Ltd., has been pre- 
sented by his wife with a baby 
daughter. The baby is the first girl 
for 100 years in the Samuel family. 

* * * 

Mrs. Richard Lonsdale-Hands has 
given birth to a _ son, Horatio 
William de Prilleux. The Lonsdale- 
Hands have two other children, 
Richard, two, and Susan, one. 


OBITUARY 
E. K. Harper 


E. K. Harper, advertisement direc- 
tor of What's On, has died. He was 
54. He had been with the magazine 
for 19 years, starting in the accounts 
department, and was appointed 
advertisement director in 1 
Robert Gaddes and Roger Hodgson 
are carrying on as joint advertise- 
ment managers until an official 
appointment is made. 


- : a 
bi, 
4 
‘. eS = a E 
a “yi a | 
* CE —, 
Se eee s 
| loa — % a 
si 4 a es GeO ae ge " 3 " f 
Se , yi a at ft. ‘s ~ ie | 
Bo 4 +8 4 4 oe || a) r 
* wee *y j ae ‘ j : oe - ay. : 
f Me A ay f te Se | ees eae { rd 2] 7 oe : 
i / ee : 6G ee | . . 
ae i) hc»: | i ef 4 ee. ee | r 4 - 
7" er \ ee : Ss ee ts ear « as ee : - 
ak \ See , 
neal is rps I 
ar 
ee Pp 
ie | 
be ae | 
ie | 
eke 
| “ | 
ee 
Se 
: P| 
¥ 
ep ’ 
: FS 
. = ; 
4 oe <> 
, SS 
ee _ aiie , 
a: 
- Ss a 
my ee a 
3 ee ee er LR — 
, — ee 
owe 'e Be: i 4 
e +e 
Nae - > a 
La f fe .. 4 
{ a 
De B Oy a oe 
f J ot fe 4 . # 
* 7 Pi oS Pee : ne a3 
soak : & Sgn ee 
Fe iii y ——— 
+i ats . ‘eo - é 4 Tt 2 
ba _ owe gg 
he as ite ee « ey - : - B 
ae 3 —— 4 
cae , ws <a xs < TS 
ae , ee. 
ee 2S +3 
Per 7. . 4 
alt He 7 © 4 p 
ea : _ tre 
shine Se — . Sg 
* st Ph, q 
J j a... 
Se : ee 
: es 
ie 
as 
Sis 
jive 
oe. 
a 
oS . 
ay “i 9 
‘ i Pa 
ee, ae “t a: iin See. cn sl ye 
c “a F “jae a ‘ a 4 = 4 
» aah ar cia yi re hae er i ‘f a 4} - 7 


April 


20, 1956 - ADVERTISER'S WEEKLY 


Why pay 


higher postal costs 
for circular 
distribution? 


The recent increase in postal rates for printed matter is an expense 
which many firms will find a heavy burden. But there is an alternative 
for those whose circulars or samples can be mass distributed. Circular 
Distributors have an organisation in all towns throughout the country 
that can undertake distribution from house to house. The cost for 
straight distribution through letterboxes averages rather under {4 a 
thousand, less than half the cost of the new postal rate. This service 


is for mass distribution only and cannot be done to named addresses. 


For further details send for booklet to 


CIRCULAR DISTRIBUTORS LTD 
54, Great Marlborough Street, London, W1 


Telephone : GERrard 0068 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


C&A 
STUDIO 
ASSISTANT 


Young man or young lady 
required, capable of 
simple layout, rough let- 
tering and elementary 
typography. Good salary. 
Ideal working conditions. 
Generous holidays, Staff 
Canteen. Progressive post 
for right applicant. 


Write to 


Advertising 
Manager 


C. & A. Modes Ltd., 
North Row, Marble Arch,W! 


APPOINTMENTS WANTED, 


60 


RATES : APPOINTMENTS VACANT, 4s. per lime, 45s. per display panel inch. 
3s. 6d. per line, 40s. per display panel inch. All other 
classifications, 4s. 6d. per lime, 50s, per display panel inch. 
No. charge, one line plus Is. covering postage, etc. 
advertisements under seven insertions MUST BE PREPAID. Address ‘Advertiser's 
Weekly,’” 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant : *“‘The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employ- 

ment Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 

inclusive unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952."" 


Minimum, 3 lines. “Sox 
Series rates on application : all 


Aprit 20, 1956 


‘CLASSIFIED ADVERTISEMENTS 


PENTAGON WANT 


e@ More Lettering Artists 


RING INGLES OR GLADWIN 
PENTAGON DESIGN SERVICES LTD : GER 6721 


@ Only the best, of course. 


PURCHASE LEDGER CLERK, female, 


WANTED—young man or 


cal, 
tions, sub-titles, selling lines, 
wonderful opportunity for 
personality — reply, 
mens of work, 


etc 


Box 3409 Ad Weekly 180 Fleet St EC4 


woman to 
make career with a National periodi- 
Must be expert at writing cap- 


forceful 
with speci- 


required for West End Advertising 
Agents Knowledge of bookkeeping 
and typing essential Hours 9.30 to 
A 5.30, five-day week. Staff restaurant 
facilities. Holiday arrangements 
respected. Apply, in writing, to Rex 
Publicity Service Ltd., 131-134 New 
Bond Street, W.1. 


LIVE, YOUNG EXHIBITION ASSIS- 
TANT required. Experienced in exhi- 
bition production techniques and able 
to progress work through all stages on 
own initiative. Ability to read draw- 
ings and prepare specifications is 
essential State age —— experi- 
ence and salary required 


Box 3373 Ad. Weekly 180 Fleet St EC4 


remuneration. 


London, E.C.2. 


fully recognised medium sized London Ad- 
vertising Agency has a vacancy for a top class 
Senior Account Executive — election to Board 
would be considered. Age under fifty — must 
have sound advertising and merchandising 
experience, be a proved new business getter, 
meaning that he could introduce some accounts. 
The right type of man could command a high 


If this position appeals to you, please suggest 
an appointment by writing a sufficiently detailed 
letter in confidence to our Accountants — 
Yeatman, Melbourn & Co., 68 Coleman Street, 


A rapidly expanding 


BILLY SMART'S CIRCUS 
REQUIRES 


WINDOW-BILLER 


and suitable man for town billing. 
All applicants must be holders of 
driving licence. Good salary and 
living accommodation supplied. 
Approx. 8-9 months season. 
Apply: Ronald Smart, Winkfield 
Zoo, Nr. Windsor, Berks. marking 
envelope “* Publicity ” 


WEST END ENGRAVING CO. 
booking-in, contact clerk Interesting 
opportunity to acquire full and prac- 
tical knowledge of process engraving 
Some knowledge of trade would be 
useful Good telephone manner 
essential Write, stating age, experi- 
ence and wages required, W. E 
a St. Annes Court, Wardour Street, 

f 


require 


Long established marine publica- 
tion has vacancy for enthusiastic 


and able 
SPACE 
SALESMAN 


Good knowledge of the marine industry 
essential. Successful applicant will be 
required to view the position on a long 
term basis which will entail executive 
responsibility as soon as competent. 
This is a first-class opportunity for a 
hard working and reliable individual. 
Write fully giving details of experience, 
present position and age. 


Box 3367 
Advertiser's Weekly 180 Fleet St EC4 


£1,800 


FOR 


VISUALISER- 
LAYOUT MAN 


@ One of the largest South 
African Agencies needs a 
really first-rate visualiser- 
layout man for its Cape Town 
office, and is prepared to 
offer a first-rate salary, a 
fine opportunity and the 
pleasantest of working con- 
ditions to the right man. 


@ In Cape Town the climate 
is ideal, taxation Is very 
moderate, and standards of 
living excellent. 


@ Naturally, the require- 
ments are in line with the 
opportunity : the man we 
want must be a top-flight 
visualiser—no dreamer or 
art-for-art’s sake type—but 
an advertising man first and 
foremost. 


@ He must be a quick and 
methodical worker, who 
knows type, art techniques, 
and print, and believes that 
their function in our business 
is to sell. 


@ He must be able to draw 
—to do clear, graphic visuals 
and carry them through to 
effective client comprehen- 
sives. 


@ He must be a man who is 
worth at least £1,800 per 
annum and looks to earn 
more in the future. 


@ If this sort of thinking 
makes you feel ‘‘ Here is a 
really wonderful opening,’ 
write us a preliminary letter 
now (in full confidence, of 
course) to 


Box 3321 
Advertiser's Weekly 180 Fleet $t EC4 


Phone your 


classifieds to WAT 3388 (Ex. 25) 
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61 ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ACCOUNT 
EXECUTIVE 


required 


Fully experienced in agency prac- 
tice, to handle existing accounts 
and with ability to develop new 
business. Good salary and pros- 
pects to the right man. Full 
details in writing, marking en- 
velope ‘ Confidential ’. 


JOHN HALIFAX LIMITED 
110 New Walk, Leicester. 


COPYWRITER 


(man or woman aged 23-35) who 
will also be required to give in- 
structions to printers and be 
responsible for sales records, is 
required by old - established 
London Company. Ability to 
write simple sincere copy for 
professional people is essential. 
Commencing salary £550-£700 
according to qualifications. Pen- 
sion. 5-day week. Write fully 


Box 3372 
Advertiser's Weekly 180 Fleet St EC4 


THE WHITETHORN PRESS, publishers 
of Cheshire Life, Lancashire Life and 
Yorkshire Life Illustrated, monthly 
magazines, requires an experienced 
London advertisement representative 
with wide knowledge of magazine 
work The organisation is expanding 
and the prospects are excellent 
Remuneration according to experience 
and connection Apply by letter, in 
own handwriting, giving details of 
experience and age and indicating 
remuneration desired, to The Adver- 
tisement Director, Whitethorn Press 
Lid., Philips Park, Manchester, 11 
Mark ‘‘Confidential."* 


ASSISTANT EDITOR for 


Process Engravers require 


CONTACT MAN 


(Inside) Some knowledge of blocks 
essential. Write 
Box 3369 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST. All rounder, either sex re- 
quired by busy Advertising Agency. 
Visuals, lettering, still life. Wide 
variety of work. Write fully, including 
salary required 
Box 3158 Ad. Weekly 180 Pleet St BC4 

HIGH WAGES for letiering artist of 
proven ability in a studio offering good 
quality work under pleasant condi- 
tions. H. & A. Dix, Ltd., 12, Great 
Newport Street, W.C.2. TEM 1396/7. 

FALCON STUDIOS of LEEDS have 
room for more first-class artists able 
to cope with a wide variety of inter- 
esting work A top-line retouching 
artist would be particularly welcome 
Excellent conditions in modern studio 
5-day week, pension and bonus 
scheme Write or telephone, Mr. 
Hall, Falcon Studios, Ltd., Britannia 
House, Wellington Street, Leeds, 1. 
Tel: 31804, 


COMMERCIAL ARTISTS REQUIRED. 


Experienced general artists are invited 
to apply for employment in an expand- 
ing Advertising Agency Studio. Good 
prospects, first-class working condi- 
tions, canteen and non-contributory 
pension scheme Assistance with 
housing considered Write for an 
appointment, giving full details of 
qualifications and previous experience, 
to The Art Director, Oclrichs Adver- 
tising Ltd., 53 Wostenholm Road, 
Shefheld, 7 

Quarterly 
House Journal required Ability to 
write articles with technical flavour 
essential. Apply, giving full details, 
to Personnel Manager, Ruston-Bucyrus 
Lid., Excavator Works, Lincoln 


JUNIOR SHORTHAND TYPIST re- 


quired for interesting work in London 
Publicity office of large engineering 
concern. Congenial working conditions 
with holiday this year. Please write, 
Stating age, experience, and salary re- 
quired, to 

Box 3363 Ad. Weekly 180 Fleet St EC4 


Typographer Required 


Young man with agency experience 
and National Service completed. 
Five-day week, Luncheon Vouchers, 
Holiday this year. Write, stating 
age, experience and salary required 
to: Hedley, Byrne & Co. Ltd, 
140, Park Lane, London, W.1!. 


SENIOR ASSISTANT required by Sales 
Promotion Manager Experience in 
all Sales Promotional activities, 
especially window display. essential 
A certain amount of travelling in the 
United Kingdom will be necessary, 
ability to drive desirable Applica- 
tions, giving full details of age, 
experience and salary, to Sales Pro- 
motion Manager, Petmar Industries 
Limited, Batley, Yorkshire 


EXPERIENCED 
PRODUCTION 
MAN 


To work on Nationally adver- 
tised and interesting accounts. 
Previous agency experience is 
essential. t 
Write for appointment giving 
full particulars of age, ex- 
perience and salary required:— 

Production Manager 

Masius & Fergusson Ltd., 
40, Berkeley Square, 
‘ London, W.1. 


Important distributors with 
centralised London Offices 


have vacancy for man 


aged 30-40 for training and even- 
tual promotion to 


. . 

Advertising Manager 
starting salary £1,250/£1,500, ac- 
cording to qualifications and ex- 
perience. Applicants should have 
had first-class education. Know- 
ledge of typography, ability to 
write copy, produce own roughs, 
visuals, layouts, etc., useful but 
not essential. Write giving details 
of age, education degrees, diplo- 
mas or other professional qualifi- 
cations, together with precise 
details of experience to 


Box 3396 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS | 


J. Walter Thompson 
South Africa 


require 


A SENIOR MAN OF 


HIGH CALIBRE 
to head 


COPY AND 
CREATIVE PLANNING 


in their 


Head Office in Johannesburg. 


This job is an important one and 


carries management potential. 


Mr. Donald Armour 

Managing Director of J. W. T. South Africa 

is now in London and will meet applicants 
by appointment at 


40, Berkeley Square, (Mayfair 9496) 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


SENIOR ADVERTISEMENT 
REPRESENTATIVE 


is required by a 


LEADING 
MASS CIRCULATION 
WEEKLY 
WOMAN’S JOURNAL 


° 
The man we require must have proved selling 
ability or a successful record in management. 
An advertising background, though not neces- 
sarily on the space-selling side, is desirable. 


Here are two examples of the sort of man we 
need :— 


1. He may already be working on the 
advertisement staff of a publication 
which does not quite measure up to 
his own ideas of the proposition he 
would like to sell. 


He could be a young Accounts Execu- 
tive, with brains and character, who 
likes meeting people and giving service 
and, at the moment, finds he cannot do 
enough of either. 


This position carries a substantial salary and 
holds excellent prospects for further advance- 
ment. In addition to the salary, reasonable 
expenses are paid and there is a contributory 
Pension Scheme. 


If this is the opportunity you are seeking and 
you are under 40, write in confidence, giving 
full details of your career to: 

Advertisement Director, 
Box 3400 
Advertiser's Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Situations Vacant : ** The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notificai Vacancies Order 1952." 


assistant to 


salary required to 


Young executive as 


Exploitation Manager 


Enterprising Executive, aged 25 to 35, required for 
Sales Promotion and General Exploitation Duties 
in important London Publishing House with consider- 
able and interesting Promotion Schemes. 
enthusiastic, dependable, energetic, keen on detail, 
efficient at ‘following through’’ and have had 
experience of exploitation and sales promotion 
work. Sound prospects and encouragement. Write, 
giving details of age, experience, qualifications and 


BOX 3410 
Advertiser's Weekly 180 Fieet St EC4 


Must be 


APPLICATIONS ARE INVITED tor 
two further Assistant Executive Officers 
to the National Milk Publicity Council 
The first will be mainly responsible 
for liaison between the Council and 
its Advertising Agents and will require 
a knowledge of all forms of adver- 
tising media and printing processes 
The second will be primarily concerned 
with the Council's rapidly expanding 
educational programme he or she 
should have some knowledge of the 
educational system in England and 
Wales, experience in teaching and 
domestic science would be an asset 
Good education and administrative 
ability essential for both positions 
Kindly apply, in own handwriting, 
stating present salary or salary re- 
quired and enclosing synopsis (prefer- 
ably typewritten) of qualifications and 
experience, to the Executive Officer, 
National Milk Publicity Council, 148 
Strand, W.C.2 

SPACE DEPARTMENT. Experienced 
young man or woman required to take 
complete charge of Space Buying for 
small London branch of large Pro- 
vincial Agency Ability to type own 
schedules an advantage. Salary about 
8 p.w. or mcre according to experi- 
ence. Write 
Box 3383 Ad. Weekly 180 Fleet St EC4 


TYPOGRAPHER - 
PRODUCTION MAN 


required immediately by London 
Advertising Agency for block 
ordering, mark-ups and general 
Pre- 


progressing on print jobs. 
vious agency experience of this 
Good | salary 
and prospects—holiday arrange- 
ments honoured. Write, giving 
full details of experience and 
quoting present salary to 


work essential. 


Box 3422 


Advertiser's Weekly 180 Fleet St EC4 


_ WANTED, 
a 


YOUNG WOMAN OR 
OUNG MAN with knowledge of 
small offset litho printing, capable of 
preparing small paste ups and order- 
ing Rotaprint plates. Apply. 
writing, to The Claymore Press, 
Armoury Way, London, S.W.18 


CLERICAL ASSISTANT 
to Art Director 


A keen, efficient man or woman is 
required to assist the Art Director, with 
clerical detail, progressing and expedi- 
ting of work, contact with suppliers, 
filing, ordering, etc. £8-9 per week. 
Pension and profit sharing schemes. 
Write age, experience to : 

S. C. Peacock Ltd., 215/221, Regent 


Street, W.i. 


COLLIERS (DOVER ST.) LTD., 18 
Dover Street, W.1, require one printer 
and one retoucher Experience in 
Commercial and Advertising Phote- 
graphy essential. Telephone GRO 5837 
for appointment No vacancies for 
photographers 


An important manufacturer 


of consumer goods whose main 
office is in London, is looking for 


" MAN OR WOMAN 


to take charge of his growing 
Market Research Department. 
The person appointed need not 
necessarily have had long nor 
extensive Research experience, 
but should at least be enthu- 
siastic about making Market Re- 
search a career, and be capable 
of recruiting and handling inves- 
tigators, framing questionnaires, 
tabulation and the writing of 
concise reports. 
Box 3368 
Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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APRIL 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


If you are a Commercial Artist 
what is your idea of the perfect job? 


STUDIO G 


opening in Bond Street in June will offer 
Exceptional working conditions. 
A chance to do your best work. 
Salaries that are out of the rut. 


PLEASE PHONE PRimrose 3659 


INDUSTRIAL COMPANY Man- 
chester require man with Agency 
experience to run Advertising and 
Publicity Section. Reply, stating age, 
details of education and career, to 
Box 3348 Ad. Weekly 180 Fleet St BC4 


in 


PRODUCTION MAN 


Qualified production man with 
at least 5 years experience 
required for small but fast ex- 
panding Agency. Able to 
work without supervision and 
in the near future to take 
control of all production. 

A rare opportunity for a young 
man between 25 and 30 years of 
age. 

Holiday arrangements respected 
Write or ‘phone Mr. Barrett, 
Conroy Wykes Advertising Ltd 
6 Duke Street, Manchester Sq., 
London W.1. Tel: WEL 1676 


PRODUCTION ASSISTANT. An assis- 
tant (cither sex, 18-20), with some 
artistic ability, is required for the 
production department (print and 
advert.) of Marshall Hardy Ltd., 18 
Old Town, Clapham, S.W.4 Salary 
in ratio to ability Applications to 
Mr. Peter Knights 


ASSISTANT 
PRODUCTION 
MANAGER 


required by 
SELLS LTD. 


We are looking for a lively man 
to handle an ever-increasing 
number of interesting accounts. 
Must have an agency background 
and be fully experienced in 
maintaining press schedules. 

If you can work on your own 
initiative write or telephone :— 
Production Manager, 
Sells Ltd., 


Brettenham House, 


Lancaster Place, 
London, W.C.2. 
Tel.: TEM. 0082. 


| 


YOUNG ARTIST is required for the 
Studio of Macleans Limited, Manu- 
facturing Chemists, Great West Road, 
Brentford, Middlesex. Applicant must 
have sound knowledge of design lay- 
out and typography for package 
design, show material, etc Pension 
and profit participation schemes, Five- 
day week. Write, stating age, experi- 
ence and salary required, to Personnel 
Manager. 


ADVERTISEMENT 
TIVES already handling trade or 
technical publications in London, 
Home Counties and Scotland, required 
by mew engineering journal growing 
tast and backed by first-class publicity 
campaigns, Commission basis. Excel- 
lent prospects Apply to Advertise- 
ment Director, stating age, experience, 
and present representations, 

Box 3388 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED LITHO SALESMAN. 
This position calls for a man who 
knows and understands his customers 
He should have a sound connection 
in good-class litho work although he 
will also have letterpress and silk 
screen behind him This expanding 
London House specialises in deliver- 
ing on time. There is a happy inde- 
pendent post waiting for the right 
man. Ambition plus turnover can lead 
to a position of the highest level 
Reply in confidence All our staff 
know of this advertisement 
Box 3404 Ad. Weekly 180 Fleet St EC4 


REPRESENTA- 


An opportunity 
to join 
DORLAND 


as a 


TYPOGRAPHER 


This isa post for a man who is 
still developing. He will have 
had some years’ experience 
and is now at the stage where 
he is capable of working on 
the larger type of accounts 
under the direction of the 
Chief Typographer. Fullest 
details and salary require- 
ments will be appreciated. 


DORLAND ADVERTISING LTD 
18/20 Regent Street, London, W.! 
Tele : WHitehal! 0112 


63 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


VISUALISING 


a better job? 


There’s room for three more 
middleweight visualisers in 
our fast-expanding creative department. 
Three highly desirable salaries 
await three highly competent craftsmen 
who have the ability to originate 
—the experience to discriminate 


—and the good sense to 


‘Phone the Art Director 


Gordon & Gotch 
ADVERTISING LIMITED 


75-79 FARRINGDON STREET, 
LONDON, E.C.4. 


FLEet Street 4030 


Phone your classifieds to WAT 3388 (Ex. 25). 
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APPOINTMENTS VACANT CLASSIFIED ADVERTISEMENTS 
MAJOR INTERNATIONAL COMPANY | TECHNICAL 


have & vacancy for Ne eat clei Oaae al tne Maisioary of Labour at s Schedcied Employment COPYWRITER 
Agency if the applicant is 2 man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 
SENIOR DESIGNER unless 


he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


able to handle group of 
to take leading part in extensive modern accounts is aaa by 
packaging design work. Original Crane Publicity Ltd., 
conceptions allied to practical know- A write or ‘phone for ap- 
ledge of packaging problems over a wide 


pointment : 


Sar certian eo i, cal orter PROGRESSIVE 


increases dependent upon capabiliti . Adam House," |, Fitzroy Square 
Apply :— ADVERTISING London, W.1. : 
Box 3352 
: EUSton 8061. 
Advertiser's Weekly 180 Fleet St C4 AG ENCY 
: . 1 FIRST CLASS RETOUCHER w; 
* TRAFFIC Concnes. perane requires for Fleet Street Studio Opty soem 


i th a » “— 7 
oe OT ee ae a really efficient man or woman to run the sctouching seed pA gg co". 
zi cant must have undc 5 iu ag 
‘ be capable of ‘‘streamlining’’ the pro- Space Department. As important as a good ea ey ea... 
* duetion side of the business also deal- knowledge of the Press (in particular the Tech- 33 ‘ 
iead va ae te atl ae ag A nical and Industrial Press) is the handling of the 
eads to an important executi je - ji 
; tion with great possibilities to the right recording routine of the Department : a good 600 
applicant, Please state details and memory and conscientious attention to detail 
salary required to f ; 
Box 3395 Ad. Weekly 180 Fleet St EC4 is essential Cen binintadaniea bia a 
SPACE SALESMAN (part-time) wanted Write fully, stating age, experience and salary ; 
for high-class monthly magazine with required to Production Man 
international readership yey — 
with book publishers important factor. 322 ’ — 
Full particulars of space-selling abili- Advertiser’s Weekly 180 Fleet St EC4 in the Publicity Department of 
ties and facilities to the 600 Group of Companies. 
Box 3376 Ad. Weekly 180 Fleet St EC4 Please reply stating age, ex- 
PUBLISHERS of progressive trade perience and salary required to 
jaurnal seek a space salesman: | PRODUCTION MAN wanted for | PRODUCTION. Interesting position Group Publicity Department, 
f you are looking for a change that Agency. Write in first instance, giving requiring knowledge of blockmaking 
will offer you a teen Suave = oe full pustiouiars of experience, age, and Methodical mind and capacity for GEORGE COHEN SONS &CO. 
already earning four-figures, have @ salary required. an Advertising seeing jobs through essential Age ‘ 
wide experience of selling space in the Ltd 7s Station Road, Watford early 20's with Agency or Process LTD., Cunard Works, Chase Road, 
main to industrial advertisers, possess — - - House experience 
drive and initiative, this may be the SS teeth es P me oe Box 3393 Ad. Weekly 180 Fleet St EC4 N.W.10. 
j i i - rt Studios. ive-day é 
jot for you. Write, giving full details, Selory Saeulies ap aka i LONDON AGENCY urgently requires | 
Box 3399 Ad. Weekly 180 Fleet St EC4 TER 1184. first-class general artist Clean, slick 


lettering, sound knowledge reproduc- | PUBLIC RELATIONS ORGANISA- 


tion. Good salary, holidays arranged TION requires competent woman 
Write Creative Manager, secretary willing to train as junior 
Box 3414 Ad. Weekly 180 Fleet St EC4 a Duties include shorthand 
——— eres — and typing and arrangement of lec- 
MANAGER (EXPERIENC ED ARTIST) turers’ itineraries. Commencing salary 
, required for Studio of high-class £9 rite 
d Colour Printers of posters, showcards, Box 3405 Ad. Weekly 180 Fleet St EC4 
cut-outs, etc. London, S.E.1. Apply, = = 4 
in writing, giving full details, to A PUBLIC RELATIONS EXECUTIVE, 
a Box 3390 Ad. Weekly 180 Fleet St BC4 with proved ability as writer and 
z — ~ “Wn ~ organiser, is required to conduct a 
ADVERTISEMENT MAKE-UP CLERK national campaign. Candidates should 
required for important weekly trade preferably have had newspaper experi- 
journal. — Five-day week Canteen ence ; familiarity with industrial and 
rite of ‘phone Secretary, Benn 


econom flair ‘ , 
Brothers Ltd. 154 Fleet Street, omic affairs would be an advan 


E.C.4. FLEet Street 3212 oan palin "Gan i ean 
want a TYPIST/ASSISTANT for busy Media Box 3406 Ad. Weekly 180 Fleet St BC4 
Department West End Agency. YOUNG MAN required as assistant to 
Accuracy and speed essential Good store advertising manager. Progressive 


Opportunity in expanding department position for energetic man with some 


Holiday this year Telephone Miss experience of retail advertising Full 

TYPOG RAP al FR — se eee bast Box 3407 
3407 Ww & S : 

FOUR OR FIVE RELIABLE SPACE Bos ne eekly 180 Fleet St EC4 

SALESMEN OR WOMEN are re- LETTERING ARTIST OR IMPROVER 


quired to cover the North of England also first-class freelance figure artist. 
and the North Midlands for national Partridge, 61 Bartholomew Close, 
. trade journals of high repute by Fleet E 

We want a man with at least 3 years’ agency Street Publishers. Commission only 
of 20 per cent. will be paid on ail 

experience to join a team responsible for a group sew and renewal business. Details in 
rst_instance to Messrs. Pickersgill U Cl y 

of National Accounts. Holiday commitments taken Publicity Service Lid. Parade Cham- P B LI T 

into consideration. Please write stating A we, Eest Parade, Shetield. 1 


experience, age and salary to H. C. Caffin. 


ADVERTISEMENT || ner 
REPRESENTATIVE ~e 


Opeertunt P fi ' required to take complete charge of 

RTNERS unity occurs for a first-class sales promotion of well-known scien- 

F. C. PRITCHARD WOOD & PA space salesman with publishers of a tific instrument manufacturers and 
progressive trade journal. distributors. ‘ 7 

25 Savile Row W.! Only applicants paeautiog drive A really interesting and worthwhile 
and initiative, together with wide A ad Mes BH 
experience of industrial adver- 


- home with press and direct mail ad- 

tisers, need apply. vertising and the preparation of sales 
; literature. Knowledge of German an 

Basic salary £750 plus excellent advantage. Good salary, “‘ commen- 

commission and expenses will be surate with ability and experience "’. 

paid to the right man. Write, in first instance, to 

Write to A/M.: 


Shandon Scientific Co. Led., 
Box 3398 6, Cromwell Place, 


Advertiser's Weekly 180 Fleet St €C4 Seeth Kensington, S.0v.7. 
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Aprit 20, 1956 iy 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


VISUALISER DESIGNER—more dis- 
play man than Agency, for firm of 
North London Litho Colour Printers 
specialising in showcard and cut-out 
work, able to create original designs 
and carry them to presentation stan- 
dard, good indication of figure and 
still life, finished art work not essen- 


tial but an asset 
Box 3403 Ad. Weekly 180 Fleet St EC4 
UNIQUE OPPORTUNITY for smart 
Production man who has the presence 
ind ability to train as a contact execu- 
tive. Write, with full details of career 
All replies treated in strict confidence 
Box 3392 Ad. Weekly 180 Fleet St EC4 
WANTED. Well - connected London 
advertising representative for old- 
established series of provincial weekly 
vewspapers in north-west Reply, in 
confidence, to 
Box 3412 Ad. Weekly 180 Fleet St BC4 
EXHIBITION AND DISPLAY 


foreman, with all-round knowledge of 


display and exhibition finishes, re- 

juired to take over paint and spray 

Jepartment 

Box 3375 Ad. Weekly 180 Fleet St EC4 
ADVERTISING AGENCY requires 

clerk for invoicing of blocks and art- 

work Write. stating age. experience 

ind salary required, to 

Box 3413 Ad. Weekly 180 Fleet St EC4 


First Class 


LETTERING ARTIST 


with knowledge of layout required by 


Croydon Advertising Studio. ideal 
working conditions, interesting and 
permanent position for man with 


initiative and ideas, excellent salary and 
holiday this year. 

Artvertising, Format House, 
Park Lane, Croydon. 
CROydon 3930 


88, 
Telephone : 


for interview. 


TECHNICAL WRITER to assist in 
prepuration of handbooks on electronic 
ind television equipment Applicants 
should hav had some experience in 
this field Five-day week Pension 

veme. Good cantee Write. stating 
experience. and salary required, to 
Cinema-Television Limited Worsley 
Bridge Road Lower Sydenham 
S.B.26 
VACANCY 


artist 


ape 


for good finished lettering 
experience an 
Good salary Five-day 
studio 
preferred 
Or appointment § to Art 
Adver Ltd 
Essex 
CLERK /TYPIST required in advertise- 
ment department of Technical Periodi- 
cal publishers. Knowledge of shorthand 


etouching 


Director, 
Chelms- 


tising 


jesirable Holidays this year Five- 
jay week Luncheon vouchers pro- 
vided. Write to Box IM. H7960. A.K 


Advertising. 212a Shaftesbury Avenue 
London, W.C.2 


TOP FLIGHT ADVERTISEMENT 
MANAGER required for two photo- 
raphical magazine State aye 
xperience and remuneration 
Box 3380 Ad. Weekly 180 Fleet St EC4 
LONDON AGENCY requires typo- 
grapher for adaptations Agency 
xperience essential Progressive posi- 
m in Creative Group rite 
Creative Manager 
Box 3415 Ad. Weekly 180 Ficet St EC4 


EXCELLENT PROSPECTS for 
offered by London 
t their advertising 
Interesting work, regular 
eading to posts of responsibility 
Shorthand and typing essential 


Box 3389 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


young 
publishers 

department 

advancements 


laces 


CAPABLE BUSINESS WOMAN, 29. 
12 years comprehensive Agency 
experience seeks position assistant 
account executive or other responsible 
post Alert, fully trained. First-class 
references Present salary £590 
Box 3382 Ad. Weekly 180 Pleet St EC4 

RESPONSIBLE post sought Seven 
vears experience art production, 
print, client contact 


Box 


3384 Ad 


Weekly 180 Fleet St EC4 


Phone your classifieds 


CLASSIFIED ADVERTISEMENTS 


The 
EASTERN REGION 
DEVELOPMENT 
CORPORATION 


Enugu, Eastern Nigeria, wishes to 
contact a reputable advertising 
agency which would be prepared to 
accept a young Nigerian man as an 
unpaid student of advertising routine 
and procedure for a period of two 
years. It is desired that he should 
also take a part-time course in com- 
mercial art and should study for the 
diploma examination of the Adver- 
tising Association The person in 
question is an educated man of 
excellent character with some ad- 
vertising knowledge and experience 
and with a distinct aptitude for art. 
Accommodation, expenses and fees 
will be met by the Corporation. 
Will any interested agency please 
write by air mail to T. Knowles, 
Advertising Manager, E.R.D.C., 
Enugu, E. Nigeria. 


HAND-PICKED SECRETARIES 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 
ADVERTISING MAN, 35, with nine 
years’ agency experience, secks post as 
Advertisement Manager Rural area 
preferable but not essential Willing 
to work as assistant A.M. to com- 
mence 


Box 3386 Ad. Weckly 180 Fleet St BC4 


ALL ROUNDER, sound experience in 
all aspects of agency routine—print 
production and copy—technical and 


consumer accounts Established 
organisation only, please 


Box 3245 Ad. Weekly 180 Fleet St EC4 


ADVERTISING 
EXECUTIVE 


in late thirties (M.1.A.M.A., M.S.M.A.) 
seeks top rank 


ADVERTISING 
MANAGERSHIP 


as final change in successful career. 
Would also consider Managership of 
Agency Export Department. Trained 
by one of world’s largest agencies, 
widely travelled, with advertising ex- 
perience ‘on both sides of the desk " 
in overseas markets Ex-Advertising 
Manager of one of world's largest manu- 
facturers, Ex-Sales Manager of group's 
overseas company. Offers experience, 
versatility, drive, initiative and loyalty 
to give plus performance to reputable, 
progressive organization which is pre- 
pared to pay well for a strong addition 
to its executive team. So if ability does 
count in your organization, you'll want 
this man—he has the highest recommen- 
dations. Write : 


Box 3366 
Advertiser's Weekly 180 Fleet St EC4 


BUSINESS OPPORT 


To all STUDIO DIRECTORS, 
PRINT & PROCESS MANAGERS 


You—and your stafi—will benefit from 
using Proportional Instruments’ equip- 


ment. For details of the AWC Propor- 
tioner—P.1. Set squares—é and ¢t up 
rules, write to 

Proportional Instruments 
14, St. James’ Street, Brighton. 


Printing 
Production 


Organisation devoted to the 
placing and CONTROL of 
production of all kinds printed 
matter. This means your 
work efficiently handled, well 
printed economically and on 
time. Also design and layout 
where required. 


Considerable experience avail- 
able to agencies and other 
print buyers. 

SERVICE and INTEGRITY 


Box 3371 
Advertiser's Weekly 180 Fleet St. 
EC4 


WIRE 
capacit 
premises 
Box 3379 Ad. Weekly 180 Fleet St BC4 

PERIODICAL PUBLISHERS AND 
PRINTERS are interested in purchas- 
ing periodicals or even purchasing 
part interest of Trade, Technical or 
Consumer publications Reply in 
strict confidence 
Box 3391 Ad. Weekly 180 Fleet St BC4 

OPPORTUNITY OCCURS for 
Organisation to absorb or 
a well-established Screen 
Printing Company fully equipped 
mechanised, good turnover, approx 
8.000 sq. feet. freehold, London area 
or would absorb w merge with 
another similar firm with established 
connections and turnover Writ in 
conhdence 
Box 3374 Ad. Weekly 180 Ficet St EC4 

PRINTING Brochures, Catalogues, 
Magazines, Works Newspapers—com- 
plete production, design, blocks and 
despatch Addressing, franking and 
posting services Competitive prices 
Enquiries Dumfries and Galloway 
News, 86 High Street, Dumfries (468) 


SPEEDY PRINT SERVICE 


for ali Advertising and Sales literature. 
Top Quality Black-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


WORK 


available 


WANTED, large 


stove enamelling on 


a large 
take over 
Process 


SERVICES 


FREE-LANCE COPYWRITER required 
by advertising agency for general and 
technical advertising Please write, in 


confidence, to Managing Director 
Box 3377 Ad. Weekly 180 Fleet St BC4 


CREATIVE 
THINKING 


Is worth a million “ bright ideas ” 


A newly formed group of top level 
Artists and Writers offer a creative 
service for Agents and Manufactu- 
rers. Single ads. or complete cam- 
paigns with emphasis on initial 
planning of “' platform *’. This 
group has prepared many outstand- 


ing and successful national cam- 
paigns. Write: 
Box 3370 


Advertiser's Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


FREE-LANCE VISUALISER 
for advertisements in general 4 
technical press, booklets, folders, cic 
Please write, in confidence, to 
Box 3378 Ad. Weekly 180 Fleet St EC 4 

FIRST-CLASS FIGURE ARTIST seck> 
commissions 
Box 3115 Ad. Weekly 180 Fleet St EC 4 


TENDERS 


Skegness Urban District Council 
GUIDE BOOK PRINTING 


Tenders are invited for the print- 
ing of the Skegness Official Guide 
for 1957. Detailed specification 
obtainable from Director of Pub- 
licity, Tower Esplanade, Skegness 
Tel. No. 1321. 


Tenders, endorsed * 1957 Guide,” 
should be addressed to the Clerk 
to the Council, Town Hall, Skeg- 
ness, Lincs. Closing date Ist June, 
1956. The Council do not bind 
themselves to accept the lowest or 
any tender. 


required 


ACCOMMODATION 


EXCELLENT STUDIO for 
Room or space to let All 
West End. WELbeck 6330 


ARTIST WANTS ROOM in Central or 


free tance 
servic 


West End Also wishes to meet 
another to share costs Replies to 
Box 3394 Ad. Weekly 180 Fleet St EC4 
MISCELLANEOUS 

BINDING. We know vou are alwav< 
doing this It’s part of the Britist 
way of life But we're talking ab 
bookbinding, and more particular 
modern bookbinding See the special 
Printing News supplement in th 
week's issue. Only sixpence. Get v« 
copy now 


PIN-UPS AND STOCK HEADS for 
Advertising Agents, etc For particu- 
lars of studio facilities and more than 
1,250 models, including coloured 
people, contact Philip Gotlop Photo- 
graphers, 24, Kensington Church St., 
W.8. WEStern 4130 

CASH PAID FOR SCRAP STEREOS 
—Zincos etc. (delivered or collected 
Iiford Metals, Lid VALentine 9677 


SALES AND WANTS 


GRANT STANDARD PROJECTOR or 
similar mode 
ing condition 
Box 3385 Ad. Weekly 180 Fleet St EC4 


ROTARY PRESSES 


FOR 


IMMEDIATE DISPOSAL 
SACRIFICE PRICE 


Two Hoe Octuple Presses, each with 
four folders, complete with driving 
motors and switchgear. Each Press 
will print four 16-page or two 32- 
page tabloid ; or four 8-page or two 
16-page broadsheet simultaneously. 
7 over type, $” plates, 25.14" cut- 
om. 


Web width: min. 599”, max. 79)” 
Max. speed per folder 30,000 copies 
per hour. 

One fitted Hoe Ink Pumps. 

In excellent working condition. 


required 1 good work- 


£7,500 per press 
or near offer. 


Can be seen on edition by 
appointment. 


Box 3402 
Advertiser's Weekly 180 Fleet St EC4 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


In the formation of new groups both 
in the Consumer and Technical 
Divisions, Crane Publicity offer in- 
teresting and progressive positions 
in the following categories. 


COPYWRITERS 


1. Acopywriter with ability to produce 
out-of-the-ordinary dramatic con- 
sumer advertisements. He will need 
a background of merchandising too. 


2. A copywriter who is able to talk 


to technical people in their own 
language—and still interest them. 


VISUALISERS 


1. A really first class senior creative 
visualiser for consumer accounts. 
He must be an advertising man who 
knows type and art techniques and 
who has the ability to draw figures in 
a competent manner. 

2. Again with similar qualifications 
as above but with a flair for tech- 
nical accounts. 


TYPOGRAPHER 


Able to produce type mark-ups 
for important consumer accounts 
quickly and with a minimum of need 
for revision. 


In each case ability decides the salary. 


Write in first instance giving full 
details to 


Creative Director, 


CRANE PUBLICITY LTD., 


ADAM HOUSE, | FITZROY SQUARE, LONDON, W.!I. 


Tel : EUSton 8061 


Advertisement, Editorial and Sales cffice: 


Mercury House, 


ATA 


Leicester Housezaives 


Earn More to BUY MORE 


REACH THEM THROUGH THE 


Sse E 


LONDON. C.P.R. CRANE. 44 FLEET ST.. E.C.4. TEL. FLEET ST.. 6820 


— STOP PRESS — 


Printing talks 
resumed 


After lapse of nearly two weeks, 
print wage revision talks resumed 
on Wednesday morning, and were 
expected to continue until late that 
night. The BFMP, LMPA and 
Newspaper Society met the four 
craft unions—LTS, ACP, TA and 
ASLP—at Caxton Hall. 


New direct mail advertising 
agency is Robb Holland Ltd., with 
Robb Holland as managing direc- 
tor. The firm will offer a “com- 
plete, direct mail advertising ser- 
vice—creating, planning, printing, 
posting,” says Mr. Holland. Ad- 
dress is 32 Webbs Road, Clapham 
Junction, S.W.11. 


The four TV contractors are 
planning to combine to televise 
Wimbledon lawn tennis champion- 
ships, June 25 to July 7. Spots 
booked for Wimbledon broadcasts 
are expected to be transmitted simul- 
taneously over the whole TV net- 
work. Provisional rates are: 12 
60-sec. spots (one per day) £1,500, 24 
30-sec. spots (two per day) £2,100, 
24 15-sec. spots (two per day) £1,200. 
Each spot will be rotated. Granada 
TV Network Ltd. to handle spot 
bookings. 


British Distant Water trawlermen 
are doubling their fish sales pro- 
motion fund by doubling voluntary 
and co-operative levy on all land- 


ings at Hull, Grimsby and Fileet- 
wood. New campaign for British 
Trawlers’ Federation is being han- 
died by Dolan Davis Whitcombe 
and Stewart. Commenting on 
operation, Pat Dolan said : “It is 
planned to use nationals, provin- 
cials, national magazines and com- 
mercial TV. Total budget for 1956 
will be around £280,000.” 


Gordon Grieve joined Penton 
Publishing Co., Ltd. as advertise- 
ment manager of “The Service 
Station.” 


R. N. Lees appointed by Morgan 
Brothers (Publishers) Ltd. as Lon- 
don representative for new technical 
journal, “Electrical Energy’—the 
first issue of which will be pub- 
lished in September. 

A 15-second TV spot last Sunday 
started Portland Shoe Week. Spot 
was repeated from Birmingham on 
Monday and Tuesday. TV ads were 
in addition to eight-inch doubles in 
nationals, provincials and women’s 
weeklies. Agents are Pictorial 
Publicity Co., Ltd. 


New account for S. C. Peacock 
Ltd. is Central Motor Institute Ltd. 


The presentation of the National 
Outdoor Advertising Awards will 
take place at the Waldorf Hotel on 
May 14. Chief guest at the lunch 
will be Professor Sir William Hal- 
ford, professor of town planning, 
University College, London. 


Painted by St. Clements Press Limited, Port;7l Street, Kingsway, London. W.C.2, for the proprietors, Business Publications Limited, 


109-119 Waterloo Road, London, S.E.1 (Waterloo 3388.) 


\ registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
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